PRINTERS’ 


A JOURNAL FOR ADVERTISERS. 
Gero. P. RowELL & Co., Publishers, 10 SprucE ST., NEw YorE. 





NEW YORK, OcToserR 17, 1894. 











THIRD ANNUAL REPORT. 


Once a year for the past three years Mr. Cuas. H. 
FuLter, President of Chas. H. Fuller’s Agency, Chicago, 
and Mr. B. M. Ho.tman, delegates from the Chicago 
Advertising Agency of Lord & Thomas, have made a 
thorough, complete and exhaustive investigation of 


THE REPUBLIC’S 


circulation records. Mr. FULLER and Mr. HoLmMAN have 

special qualifications in this direction, as both have had 

practical experience in newspaper circulation work. 
Read their report : 


CHAS, W. KNAPP, General Manager, 
THE St. Louis REPUBLIC, St. Louis, Mo.: 

My Dear Sir—We take pleasure in submitting a detailed report of 

r recent investigation of the circulation of the DAILY REPUBLIC and 
SUNDAY REPUBLIC for the period of Six Months past, commencing with 
January 1, 1894, and closing with June 50, 1894. We carefully examined 
the books and vouchers and found a very admirable system in use in 
your office. We had access to everything necessary to verify our figures 
and find that the totals for each m nth were as follows: 


Daily 
Gross. Deduction. Net. Average. 


123,397 1,640,658 52,924 
112,270 1,463,535 52,269 
119,404 1,634,016 52,710 
117,945 1,642,415 54,747 
121,769 1,695,421 54,690 
114,849 1,628,276 54,275 


This investignéion is the Third Annual Report by both of us, and 
we are a A satisfied ~ the above is absolutely correct to the best 
of our — ge and belief. 

We wish to thank the management for the uniform courtesy ex- 
tended by all with whom we were brought in contact. 

Yours respectfully, 
LORD & THOMAS, 
CHAS. H. FULLER ADVERTISING AGENCY, Per B. M. HOLMAN. 
Cuas. H. Futur, President. 
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For One Hundred Doliars we will insert a four- 
inch advertisement one week in our Southern 
Lists, comprising five hundred and forty local 
Country papers. 

Ninety per cent. of these papers are either 
the ONLY papers in their respective towns or 
are published at County Seats. 


$250 


For Two Hundred and Fifty Dollars we will 
insert four inches once a month for three 
months. 

If electrotype is used, but one is needed. 

These 540 papers are our Southern Lists. 

Our entire lists located in the New England, 
Middle and Southern States comprise 1400 
papers. 

They are so divided that advertisers can 
cover desired sections separately, or the entire 
Atlantic Coast States. 

This advertisement measures four inches. 


ATLANTIC COAST LISTS, 


134 LEONARD STREET, NEW YORK, 
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A JERSEY NEWSPAPER OFFICE. 


A RAMBLING CHAT WITH JOSEPH A. DEAR. 


By Fohn Z. Rogers. 


Finding myself in Jersey City the 
other day with a couple of hours to 
wait before train time, I dropped into 
the office of the Evening Fournal for 
a chat with that veteran all-around 
newspaper man, Joseph A. Dear. 

Mr. Dear has been engaged in news- 
paper work over thirty years, four 
years as reporter and editor and for 
twenty-six years business manager of 
the Journal, He greeted me cor- 
dially from his desk in the front 
office. He was considering a scheme 
which-showed a remarkable amount of 
enterprise for a non-metropolitan paper. 
It was the printing of half-tones in 
the regular issues and on the regular 
stock of the Journal. 

There are few papers that do this. 
The New York Heradd prints half- 
tones, but it is on the coated paper of 
their Sunday Art Supplement. 

‘* Ves, I think we can do it,” said 
Mr. Dear, *‘ but I’m not sure. Any- 
way, if it fails it won’t be for the fault 
of our presses, for I find that the Hoe 
perfecting press inks as nicely and 
evenly as any job press in the office.” 

* * * 


I noticed a copy of PRINTERS’ INK 
on Mr. Dear’s desk, and that fact soon 
brought. the subject of conversation 
around to advertising. 

‘* By the way,” said he, ‘‘do you 
know we have been advertising regu- 
larly in PRINTERS’ INK for four years, 
and when we have renewed the con- 
tract from year to year we have gen- 
erally been charged an_ increased 
price ?” 

“You must get returns, then,” I 
ventured, 

‘*We certainly do, but rather indi- 
rectly than directly. The most direct 
returns we receive are copies of the ad 
with solicitations for contracts from 
papers like Fame, Art in Advertis- 


ing, National Advertiser, Profitable 
Advertising, and a considerable num- 
ber of others, all conducted on the 
lines made so successful by PRINTERS’ 
INK, the original of them all, How- 
ever, PRINTERS’ INK is the only one 
we advertise in. While we cannot 
exactly trace returns, we know that we 
do get returns. PRINTERS’ INK can- 
not fail to benefit any newspaper that 
uses its columns, because it has the 
circulation and because the people who 
take it read it thoroughly. 
- ~ 


“*Tf it had not been for the injustice 
that PRINTERS’ INK had to contend with 
in the Post-Office matter, I question 
whether we would have renewed the 
contract last year, at least for as much 
space. ‘Times were hard, and we were 
saving every cent we could. But we 
were interested in the outcome of that 
piece of tyranny, and out of a frater- 
nal appreciation and a desire to aid a 
good cause, we not only renewed the 
contract, but increased the number of 
lines. 

* 

** At the meeting of the Publishers’ 
Association, in speaking of this mat- 
ter, I said: ‘Gentlemen, we think we 
are living in a free country, but we are 
not. When a private enterprise can 
be squeezed out and imposed upon by 
bureaucratic decisions and denied the 
intervention of the courts, it is time 
for all publishers to assert themselves 
against such tyranny. In England no 
such thing could occur. PRINTERS’ 
INK was shot first, and afterward tried 
and acquitted.’ 

* * * 

‘* We did advertise once before in a 
trade paper that gave us returns which 
were direct. That was away back 
soon after the war, in 1868, I think, 
and the paper was Rowell s American 
Newspaper Reporter. By the way, I 
find that a great many people labor 
under the impression that PRINTERS’ 
INK is the first paper of its kind. 
Well, ’68 was a good many years back, 
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and I suppose only we old-timers re- 
member the American Newspaper 
Reporter, PRINTERS’ INK is as much 
like it as a twin sister.” 

* * * 


The plant of the Yournal is one of 
the best equipped I ever saw in a place 
the size of Jersey City. It occupies 
an entire five-story brick building. 
Its presses are of the best. It has an 
art department and stereotyping room, 
two engines and large and finely fur- 
nished business and editorial rooms. 

Seven Mergenthaler linotype ma- 
chines have recently been put in. Mr. 
Dear is not going to have any of his 
older compositors discharged, however, 
on account of ‘‘machines.” On the con- 
trary, the regular men are learning to 
use the key-board in place of the 
composing stick. 

* * * 

The Yournal is a large paper, rang- 
ing from six to eight pages. Its aver- 
age circulation is over 15,000, and its 
advertising rates are higher than any 
other paper in New Jersey, so Mr. 
Dear tells me. 

Two regular editions are issued, and 
an extra is run off whenever there is 
any occasion for it. 

* * * 

The Fournal is exclusively a news- 
paper establishment, having as long 
ago as 1884 sold its job printing busi- 
ness, then assuming large dimensions, 
to the Jersey City Printing Company, 
of which Mr. Dear is also manager. 
The Jersey City Printing Company has 
a very large job plant in a large double 
building just back of and communicat- 
ing with the Yournal building. 

They have printed all the books for 
the Metropolitan Telephone Company 
for years, and have orders from the 
largest patent medicine houses all over 
thecountry. When this plant is rushed 
the presses consume from ten to fif- 
teen tons of paper a-day, and also keep 
busy a large pamphlet bindery, also in 
the same building,employing 150 hands, 

“ x x 


The Journal naturally has a large 
local advertising patronage. The issue 
of the day I called contained on the first 
page an advertisement of the Boston 
Store and of Furst Bros., aggregating 
1,040 lines. Since the establishment of 
large stores in Jersey City, local pat- 
rons have taken best positions and 
large space, to the exclusion of New 
York and other advertisers. But the 
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Fournal people naturally do not ob- 
ject to this, They prefer to do busi- 
ness with local advertisers, Their 
announcements are more interesting, 
and partake somewhat of the character 
of news. 


THOSE SUNDAY PAPERS. 





read 


John, dear (suddenly appearing)—Yes, 
angel; there in a minute. ust got 
through with the last page of that Sunday 
paper, —/udge. 


WHAT CAUSED THE RUSH. 
| 


Isaac Einstein — Mine gracious, Mose, 
shust look at dem peoples buyin’ dose sheep 
ready-made clodings of Levy, when we have 
such elegant tailorings at halluf price. I don 
understand dot. 

Mose—Levy uses dem * ready-made” ads 
in Printers’ Ink, 
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AN ADVERTISER’S IDEA OF IT. 


The following address was read by 
Dr. R. V.. Pierce, president of the 
Proprietary Association of National 
Druggists, at their recent annual con- 
vention in this city: 

In view of what this Association 
has accomplished in the past by co-op- 
eration, it does not, it seems to me, re- 
quire a great flight of the imagination 
to believe that if we could each and all 
banish our little prejudices and petty 
jealousies, we might easily extend the 
aims and objects of our Association to 
the accomplishment of far greater ben- 
efits to its members. Take, for instance, 
the one item of advertising, which 
forms such an important factor in the 
expense account of every manufacturer 
of proprietary medicines. Do you 
doubt that a very large saving could 
be effected in the cost of that impor- 
tant item if all the advertising of the 
members of this Association could be 
placed in the hands of, and controlled 
by, a council of competent and experi- 
enced experts, such as could be made 
up very readily from the ranks of our 
several advertising managers ? 

Such a combination might work a 
little hardship to a small army of spe- 
cial agents and other middlemen, who 
now sport fine turn-outs, live in ele- 
gant style, and some of whom are 
able to take their annual European 
outing at our expense, 

Such co-operation as I have hinted 
at need not assume the character of a 
monopoly, or partake of the nature of 
atrust. Our friends, the publishers, 
have their close corporation, secret 
bureaus of information, and various 
combinations to keep up prices of ad- 
vertising and otherwise promote their 
common interest ; and is it not a little 
strange that all through the months of 
dull business which this country has 
experienced, while wages have gone 
down, while paper and other items en- 
tering into the cost of publishing a 
newspaper have declined in price, the 
cost of advertising has been, and is to- 
day, held about as high, and rates as 
rigidly adhered to, as during the un- 
precedented period of prosperity which 
preceded the year 1893? 

Proprietary medicine men are some- 
times accredited with being fairly 
smart in business affairs, but do you 
think, my friends, it has been shrewd 
business policy for us to tamely submit 
to the putting up of prices on advertis- 
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ing by such combinations, at a time, 
too, when the cost of everything else 
has declined? Co-operating and act- 
ing in concert, we would have the 
power, if not to dictate terms, at least 
to exact fair treatment. Do you sup- 
pose fora moment that a committee, 
or a council, of advertising experts, 
who should be able to say ‘‘ we con- 
trol the placing of all the advertising 
to be done by twenty of the leading 
proprietary medicine manufacturers of 
this country, who will stand behind us 
in whatever we deem best for their 
interests, would have to approach the 
publishers of this country through 
their ‘ only authorized agents’?” Do 
you not think that principals would 
condescend to treat with such repre- 
sentatives of our interests? Is it not 
reasonable to believe that we would be 
able to exact more trustworthy infor- 
mation from publishers in regard to 
their real circulation than is now at- 
tainable? Notwithstanding that every 
other line of business has suffered se- 
verely from the general stagnation, 
have any of you, gentlemen, heard 
of a single newspaper in_ this 
broad land which, if we are to believe 
representations, has not, during these 
trying times, increased immensely in 
circulation ? 

I can easily imagine that if we could 
have here to-day a free and full inter- 
change of inclination in our possession 
concerning the circulation and stand- 
ing of the different advertising medi- 
ums of this country and the rates paid 
by us individually for the publication 
of our announcements therein, there 
would be such revelations as would 
prove decidedly interesting, if not 
startling, to most of us. 

I presume that every proprietor 
within the sound of my voice believes 
that he is getting his advertising done, 
on the average, at better rates than 
any other man in the business, i fre- 
quently have publishers and their rep- 
resentatives say to me: ‘‘ You are 
getting this contract at a less rate than 
is paid by any other advertiser in our 
paper.” Sometimes they bring out a 
contract made with Mr. Hood’s rep- 
resentative, the J. C. Ayer Co., Wells, 
Richardson & Co., Scott & Bowne, 
or other large advertisers, to show me 
on how much better terms I am get- 
ting my work done than others. 

I am not, however, so egotistical as 
to believe that in general I and my 
representatives are more favored, or 
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can procure better terms, than our 
contemporaries. I have no doubt 
that our contracts are often paraded to 
convince others that ¢Aey are the fa- 
vored ones. 

In dealing with publishers I often 
think of the remark of an old friend 
of mine who had grown gray in the 
advertising agency business, and who 
very early in my experience in adver- 
tising matters, speaking of the value 
of acertain class of mediums remark- 
ed: ‘‘ Whatever you are paying them 
for your advertising, you are paying 
them too much,” 

This was said, not so much in dis- 
paragement of the mediums under dis- 
cussion, as from his belief that while 
I might think the rates obtained low, 
some one was almost sure to be getting 
better terms than I. 

I was recently asked to write an ar- 
ticle for a magazine, the subject as- 
signed being, ‘‘ What I know about 
advertising?” I declined and frankly 
stated that the greater my experience 
became as an advertiser, the less I 
thought I knew about the subject, and 
I was sure that what I did not know 
about it would fill a very large volume. 

However, I have no doubt that if 
we could pool our interests, and co- 
operate for the mutual benefit of those 
willing to join in such a movement as 
I have briefly hinted at, each of us 
would be found to possess some infor- 
mation and to have had some experi- 
ence that would become valuable to 
all concerned. 

The volume of advertising to be of- 
fered under such an arrangement 
would be so great that no publisher 
could afford to decline any reasonable 
price offered for it. 

While no one entering into such a 
confederation would need to delegate 
other than limited powers to those 
chosen to conduct the business con- 
signed to them, yet, of course, there 
would need to be some surrender of 
independence on behalf of the contract- 
ing parties—not all could be major- 
generals, managers, organizers, sys- 
tematizers—experts would be required. 
Given good management, such a move- 
ment would, I am confident, prove 
greatly to our advantage. 

There are many other ways besides 
that which I have briefly hinted at, in 
which the members of this Association 
might co-operate to mutual advantage, 
but I will not weary you by entering 
upon other lines, No doubt some of 


PRINTERS’ INK. 


them will suggest themselves to you. 
I have ventured to offer these few 
crude suggestions, not that they might 
embody a matured, practicable, work- 
ing plan for such a movement as I 
have vaguely and but imperfecty out- 
lined, but as food for thought and 
discussion. I am not unmindful of 
the fact that the plan would be a great 
innovation on present business prac- 
tices, nevertheless the change would 
be no greater than that effected by 
many existing organizations in prevail- 
ing methods, and to the great advan- 
tage of all concerned. 


NEWSDEALERS’ PROFITS. 


The Bookseller, Newsdealer and 
Stationer is a semi-monthly journal, 
issued by the Excelsior Publishing 
House, which is the publishing de- 
partment of the American News Com- 
pany. In every issue of this journal 
is printed, with their trade and retail 
prices, a list of 40 daily, 32 Sunday 
and about 700 semi-weekly, weekly, 
semi-monthly, bi-montbly and quarter] 
periodicals handled by the New York 
newsmen. The list includes many 
journals few people have ever seen or 
heard of, and excludes several which 
are well known and have a large sale. 
Why this should be, the Excelsior 
Publishing House alone can tell. It 
may he that some journals are excluded 
because their publishers are not on good 
terms with the American News Com- 
pany, or their names may have been 
omitted from the list owing to care- 
lessness of the compiler. Others may 
have been left out because they do not 
happen to possess a news-stand sale. 
When a publisher declines to take 
back unsold copies of his paper, or 
the price he charges dealers is so 
high as to preclude them from making 
a fair profit, they sometimes agree 
among themselves not to handle the 
paper. 

Any one who takes the trouble to 
compare the trade prices with the re- 
tail prices of the various papers on 
the list, will find that the margins of 
profit do not differ so greatly as one 
would imagine. On most of the one- 
cent papers the dealer makes a profit 
of thirty-five cents per hundred copies, 
on the two-centers a quarter of a cent 
per copy, on the five-centers from one 
half a cent in the case of the big Sun- 
day dailies to two cents in the case of 
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many weeklies, and on the ten-centers 
generally three cents, 

Those papers which allow a large 
or abnormal profit to the dealer are 
either obscure publications, which 
must have an extremely small sale, 
or they are new-comers. Those 
papers which allow the dealer only a 
small profit have usually a large circu- 
lation independent of their news-stand 


sale. 

The only five-cent N. Y. Sunday 
dailies whose trade price is less than 
four and one half cents are the Press 
and Mercury, which wholesale at 
four and o.e quarter cents. Any one 
in the habit of purchasing the Sunday 
papers at the news-stands may have 
wondered why the dealer is usually 
more anxious to sell a copy of the 
two-cent Advertiser, the three-cent 
News or the three-cent Fournal than 
the five-cent Zribune, Herald, Re- 
corder, Times and World. On com- 
paring the trade and retail prices of 
the three former journals with the 
trade and retail prices of the six latter 
journals, the reason of this is quite 
evident, as the comparison shows that 
the dealer gets just a quarter of a cent 
more profit in the case of the Adver- 
tiser and Mews, and a half a cent 
more in the case of the Journal, 


Mr. J. Haney, the Excelsior Pub- 
lishing House’s editor, having been 
shown a proof of the above matter, 


said; ‘‘I admit that some important 
journals are not included in the list, 
the reason being that they do not do 
business with the American News 
Company. The Bookseller, News- 
dealer and Stationer is published for 
advertising the goods which the com- 
pany handles. Wedonot pretend that 
it is issued for any other purpose. It 
isa mistake to suppose that any im- 
portant publications are. boycotted by 
the newsdealers. When the publishers 
of a journal refuse to permit the return 
of unsold copies, or increase the trade 
price of their publication, the dealers 
sometimes do considerable kicking, but 
they seldom do much else.” 
> 
JUST TRY IT. 

Blest be the ties that bind 

Business to the public mind; 

Blest be the type that strike the eye 

And make the reader promptly buy. 

Just try this type—fill readers’ eyes 

And prove it pays to advertise ; 

Then you'll say with emphasis— 

There's no investment pays like this. 

—Norwich (Conn.) Bulletin. 
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THE NEWSPAPERS OF COLUM- 
US, OHIO 


‘By Peter Dougan. 


The leading paper of Columbus, O., 
is the Ohio State Fournal, which hasa 
very large circulation both in and 
around the city. It devotes consider- 
able space to giving the news of the 
neighboring cities; in fact, it makes 
a specialty of it. Its Sunday edition 
is universally read and has a much 
larger circulation than the daily. 
While it has considerable sale in the 
city, the daily is not sold to any extent 
on the streets. Special agents attend 
to the city circulation and superintend 
the delivery of the papers at the resi- 
dences. The Cincinnati Enguirer and 
Commercial Gazette are sold here, and 
one hears more of them on the streets 
than of the Columbus papers. The 
evening paper, the Columbus Dispatch, 
is seen in every newsboy’s hand and is 
delivered at every residence. It is a 
paper very much of the hustler order, 
and its city circulation is probably not 
far behind the State Fournal. The 
two German papers, Der Westbote and 
Express, have a very good circulation, 
being generally popular among the 
people of that nationality. The Diés- 
patch is about the only English daily 
circulating to any extent among that 
element. The penny paper, the Zven- 
ing Press-Post, is not heard of in the 
Streets atall. After noticing the large 
sale the Cincinnati Post has in Spring- 
field, one is surprised not to see it in 
Columbus. 


— 
COMFORT FOR THE AD-SMITH. 


The following lines, by Thomas 
Bailey Aldrich, convey comfort to the 
ad-smith who tries to be original and 
learns later that sombody else has al- 
ready worked the same idea : 

No bird has ever uttered note 

That was not in some first bird’s throat ; 

Since Eden’s freshness and man’s fall 

No rose has been original. 
—-—_- +> 

Tue editor is no longer the one sole per- 
sonality and power of the newspaper. e is 
a part of it, wielding no less power than be- 
fore, but still only a part of the multiple men- 
tal machinery that makes the modern news- 
paper possible, Some remember when the 
counting-room was unknown and the business 
manager’s desk unthought of. Now they are 
usually essential with the editorial room, the 
managers of each having co-ordinate powers 
and authority and jurisdiction, Hence it is 
that the dvsinmess means and methods of con- 
ducting the newspaper in every branch and 
department have come to be side by side with 
editorial management first essentials to a use- 
ful and successful career.—/John T. Mack. 
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THE ART OF LITHOGRAPHY. 


When a show-bill is to be ordered the man- 
ager of the theatrical company goes to the 
factory and gives his ideas for the picture to 
the artist-in-chief. Under the direction of 
the latter a sketch is made in black and white. 

‘his takes a day. 

Competition is so brisk that quickness,which 
means | of cost, is of the utmost im- 
portance. Nevertheless, the sketch is elabo- 
rate and includes all details, 

The drawing is all done *‘ on cheek,”’ asthe 
technical phrase is, no models being employed. 
The sketch being approved by the manager, 

ibly with some corrections suggested, it is 
nded over to the “* black man,”’ who copies 

it on the lithographic stone, from which the 
black parts of the picture are eventually to be 
rinted. But some artistic talent is required 
or working in this way from a sketch, and so 
photographs are usted to a considerable extent, 

Enlarged solar prints are made from the 
photographs, and these are reproduced on the 
stone. This method does very well for por- 
traits of actors and actresses, 

After the “black man” has finished the 
— on his stone he adds the lettering. 

his has to be done backward, of course. 
The workman gets used to doing it in reverse, 
and finds it no more difficult. 

Most of the lettering is executed by hand 
but some of it is printed from big type, an 
put onthe stone by nieans of transfer paper. 

Now the stone is ready to be eaten with acid, 
after which four impressions are struck off 
from it on sheets of paper. One of thesheets 
goes to the artist-in-chief, who paints in the 
colored parts with water-colors for a model. 
The other sheets are handed over to the yel- 
low, red and blue men, who copy the model. 

The design made by the black manisrepro- 
duced on three other stones by the yellow 
man, the red man and the blue man. When 
the four stones are finished, they are put into 
four great presses, one carrying black ink, an- 
other yellow, a third red and the fourth blue. 

Each white sheet that is to receive the pict- 
ures must pass through all four presses, The 
yellow is put on first, it being the foundation 
color; then the red, next the black and finally 
the blue. Stones with a very fine grain are 
used for flesh tints and delicate tunes.— 
Washington Star. 





A SHOW WINDOW GENIUS. 


There are many women in New York who 
are attracted to a shop on the strength of the 
show windows only. It is the knowledge of 
this fact that has led one prominent uptown 
merchant to hire at a commanding salary an 
American whose profession is shop window 
dressing, and whose business it is every seven 
days to think out something new for the four 
great windows at his disposal. His latest 
achievement has brought women all this week 
buzzing about the vast plate g!ass fronts. He 
takes a set of corset forms, the stuffed sem- 
blance of a woman's shoulders, waist and hips. 
selects the requisite cloths and buttons an 
with pins decorates the forms in what seems 
to be the most admirably trimmed and fitted 
waists, In reality not an inch of the cloth is 
cut, but is so deftly turned, twisted and folded 
and pinned that the keenest-eyed woman is at 
first deceived. Every day this man dresses 
his forms anew, working out in folds and pins 
the most daring feats of the dressmaker’s art, 
and, as one enthusiastic woman remarked, 
“gives one more ideas for one’s new fall gowns 
than all the fashion books published.”— 4, Y. 
Sun. 
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DISCOVERED BY AMOS CUMMINGS. 


An instance of a gentleman highly respected 
in typographic and other circles, who has risen 
in the world because a far-seeing editor saw 
that he was of good material and only wanted 
a helping hand, may be cited. A few years 
ago he was a proofreader onthe Sxn. It is 
true that at present that paper does not 
“shine ’’ particularly for writersand reporters 
and all of that ilk who have not had the ad- 
vantage of a college education, but that is 
neither here nor there. The gentleman in 
question was asked by the editor of the Zven- 
ing Sun to go into the editorial room. He 
was diffident and so expressed himself. He 
was poohpoohed, however, took the chance 
and filled the position with great credit. 
Thence he went as city editor of a Brooklyn 
evening paper, where he remained some time, 
and now occupiesa post which daily tests his 
qualities, morale, etc., and shows that the 
man who held out the helping hand was not 
mistaken, ‘The proofreader and editor, an 
excellent compositor and sterling union man, 
is now State Arbitration Commissioner, Ed- 
ward Feeney. His helper was that shining 
light in journalism and in congress, Amos J, 
Cummings, who also rose from the ranks and 
has never forgotten it, as shown by the fact 
that he yet keeps his card going in Union No, 
6, like many others who have left the trade to 
gain their livelihood in other fields,—A meri- 
can Book Maker. 

—_—_— 


ADVERTISING CHURCH SERVICES. 


One of the most striking contrasts between 
the way in which religious work is done in 
England and America is in the advertising of 
church services, Where the sentiment of 
reverence is more generally cultivated than in 
the United States, all denominations freel 
advertise, not only in newspapers, but still 
more by huge placards and pusters placed 
wheret ¥! are sure to attract the attention of 
passers, Perhaps the most aristocratic Pres- 
byterian congregation in England is that 
which worships in the Sefton Park church in 
Liverpool. In front of the church is a large 
bulletin-board, on which are the name of the 
church, pastor and details of all the services. 
The plan keeps the public informed in regard 
to the work of the churches; it attracts many 
who would not otherwise attend; and it is a 
recognition of the duty of the churches to 
reach the people. Why should places of 
amusement do more to win the people than the 
Church ?—Oxtlook, 


+> 


POSTERS ARE BARRED IN BROOKLYN. 


Ata meeting of the Brooklyn Publishers’ 
Association, held October 5, 1894, the follow- 
ing minute was unanimously adupted: 

The importunities to advertise in pro- 
grammes, catalogues and other temporary 
publications are increasing to such an extent 
that it interferes with the legitimate business 
of newspapers, and in self protection we, the 
Brooklyn Publishers’ Association, hereby 
agree not to advertise our newspapers in other 
than established publications, 








NEAT, ELEGANT, IMPROVING, 


The editors, advertising agents and writers 
of advertisements who don’t read Printers’ 
Ink sustain a greater deprivation than they 
imagine. This neat little publication, so ele- 
gantly printed, and so pregnant with good 
sayings, points and suggestions, is improving 
every week,—Court Journal, 

















PRINTERS’ INK. 


Tuere is said to be a newspaper for every 
ninety inhabitants in the city of Kobe, Japan, 
—New York Sun. 





THERE are two values to the purchase of 
advertising space—what it costs and what it 
is worth.—San Diego Union, 

wei 

‘Don’t spoil your credit by a seedy top 
piece"? advertises a hatter in Owosso, Mich. 
** We have a line of straws. Come in and get 
one for 50 cents.” 





Tue attractive thing in an old copy of a 
newspaper are the advertisements, which are 
always characteristic of the times ‘and largely 
of the temperament of the advertiser.—De- 
troit Fournal. 





THE man who advertises in a journal solely 
because it is cheap is a cheap man in the 
business world. He will add nothing much to 
anybody's purse—not even his own.—Codlector 
and Commercial Lawyer. 





Apropos of a recent novel entitled, “‘ Ships 
That Pass In The Night,” an enterprising 
Iowa druggist, as an advertisement, puts a 
stack of poker chips in his window and labels 
them, ‘Chips That Pass In The Night,”— 
Grocers’ Review. 








Tue newspaper of twenty years ago had 
illustrations—and crude ones, at that—only in 
its advertising columns. We had not then ac- 
quired the art of making pictures rapidly, ac- 
curately and cheaply. There were no kodaks, 
no photo-etching, zinc or chalk process.—De- 
trott Journad, 





Generac N, W, MclIvor, American Consul 
at Kanagawa, Japan, writes to the State De- 
partment that American manufacturers have 
frequently applied to him for information as 
to how they should proceed to introduce 
their wares in Japan. English firms, he 
states, resort to advertising largely, and he 
transmits a specimen circular of an English 
poser pan | company, illustrated and 
printed in both Japanese and English. 


_—. 


Aw editor works 365) days per year to 
get out 52 issues ds paper; that’s labor, 
Once ina while agen § pays a year’s sub- 
scription; that’s capita And once in a 
while some son of a gun of a dead beat takes 
the paper a, year or two and then vanishes 
without paying for it; that’s anarchy. But 
later on justice will overtake the last named 
creature, for there is a place where he will 
get his just deserts ; that’ s hell.—Zachange. 








Classified Advertisements. 


Advertisements under this head, two lines ormore 
out display, 25 cents a line. Must be 
nded in one week in advance. 
WANTS. 
Gor HOUSEKEEPING. Ads. 


(7, 00D HOUSEKEEPING. Ads. 
QUNBEAMS, FOR THE LITTLE FOLKS. 
DS. VICK’S MAGAZINE, 200,000. 38 Times 
Building, N. Y. 
AS VICK’S MAGAZINE, 200,000. 38 Times 
Building, N. Y 
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A PS NICK'S, MAGAZINE, 200,000. $8 Times 


A™%a) Mdiee, N MAGAZINE, 200,000. 38 Times 


T= ST. pret ASSES wants your 
attention, and Ceserves it. 


LL values Columbian stam (except 2c.) bee 4 
ed. CRITTENDEN & BOR' & BORGMAN 60. Detro! 


- W ANTED—Small - half-tone tone cuta, Send proofs 
and pees. DUPORT, North Elm S8t., West- 


field, M 

W EB pressman and stereotyper of e: 
ona reliabilit desires to change 

tion. Address “ E. BS care Printers’ I 


Pay bought, sold or exchanged Big lo’ 
rent, all kinds, either sex. DV ERTIS. 
ERS LETTER BUREAU, 447 6th Ave., N. Y. 


M°RE newspaper men to r men to know the saving of 
a | labor — money caused by the o peer 

aration of copy on the Remington Typewri' 

327 Broadway, lew York. 


LASSIFIED advertisements will be accepted 
(without display) for the Year Book issue of 
— ‘bout 600 ovember =» st 3 on cents a line. 

Boo of abou es. m guaran- 
teed 20,000 copies = 


\ 7 ANTED—Printers, publishers and advertis- 

in ents to send for sample copy of 
“The Holiday Souvenir,” the biggest, best and 
cheapest gp age sheet publisned. "Exclusive 


licant. FLOWER 
CITY ADV CO. Ro Rochester, N ay. 


NEW wrinkle in adverts advertising is worth writ- 
ing for, isn’t it! We have a new line of 
ihustrations "for At ng 


‘ey? co & W. when . A 
PER ILLUSTRATING SYNDICATE, Colbnbanth 


I MAKE the broad, unqualified claim that I 
have the best dyspepsia cure in the world. 
If somebody who has money will go in with me 
and push this remedy, I bel ave men can get rich. 
I will submit my medicine to any test to show 
its remarkable curative powers. 1 want to hear 
from men with mone to invest. Others will 
please not write. “B ” care Printers’ Ink. 


DVERTISING MAN ar JIBERTY—Lonti 


ertonce 
pos 
Ink. 


ng 
4% 6clothing and dry ten years suc- 
cessful m r of Pertaeune’ for progressive 

stores, ex enced and willing to assist window 


and ticket man or superintendent, or in manag- 
ine & floor, buying house supplies, etc.,in addition 

advertising. Permanent e ‘ment. _ 
pa. 5 or write EARL, 5 Cedar St., Boston, M 


—_<+o-____ 
ADVERTISING MEDIA, 


sen “we do the pull: it. 
ine AMERICAN HOME JO URNAL. a 


DVERTISERS’ GUIDE. Mailed on receipt of 
stamp. STANLEY DAY, New Market, N. J. 
HARDWARE DEALER’S Naqssne. Send 
for adv. rates and copy. 78 Reade St., N. Y. 
I COVER the State of Indiana. 13 ner got. 
lies. FRANK 8. GRAY, 12 Tribune Bidg., N.Y 
Tso ors AND JEWELER, 96 Maiden 
, N.Y. A peculiarly good medium for 
careful ‘advertisers. 
A® Tson advertising 1 in PRINTERS’ INK 
to the amount of $10 is entitled to receive 


the paper for one year 
OMINION News r List (60 ween 
Sworn circulat ener i CA ADA Raby 
PRINT CO., Hamilton, Ont. 
DVERTISERS- os 10 cents per line ; cireu- 
A lation 20,000. Best medium on eart! core h. CRIPE’S 
MMERCIAL REPORTER, Marion, Ind. 
f. 000 MAIL buyers reached every month. 


Better take a trip with us at 5 cents 
per line. AM. HOME JOURNA AL, Easton, Pa. 


oy. placed in each of 140 local weeklies ; 
a line a week. Only one electro’ 
aanteke UNION CO., 15 Van 15 Vandewater St., N. 


— supseription seas season we tem 
d mporarily 


le copy rule. Sen 
imen. ART iN ‘ADVE TISING CO.,80 5th Av. x Y. 





618 


A, MarnonotstAy Al AND RURAL HOME, 
-Y., an tural and family journal, 
sues over 500, monthly. | It pays advertisers. 
(HE HEARTHSTONE, 285 Broadway, N. Y. 

Largest id-in-advance circulation of any 
similar mon‘ in the United States. Send for 
rates and sample copy. 


A DVERTISING in newspap newspapers ot “ neve cir- 
culation” means “ BUSINESS.” r partic- 
ulars address A A. bie ay 3 ‘RICHARDSON, Tribune 
Bldg., N. , Chicago. 
caeabiite saventisomena will be acce 


br ae play) for the Year Book issu issue of 
yoy 28) at 25 cents a line. 
Book of s ot mb 0 First editi 





ion guaran- 
cy OUR is a hustle any f for orders.”—J. J. 
Bell. refers 'ARK’S FLORAL Mac- 
AZINE. The publisher neenion tees 125,000 circula- 
tion each month. Advertising office, 517 ——— 
Court, New York City. C.E. C. E. 8, Manage: 
Praiithe oatek PAPERS—i am special yy ae 


all the official — leading sone f the va- 
us fraternal ord +e | — Ina as * ag Se 


is of the best pa) 
nished Gia diste"ot 
num, A. O. 

ers of this class. Lt and rate card. GEO. 
8. KRANTZ, Special Agent, we W tat St., N. Y. 





BOOKS. 


€é GMALL TALK ABOUT BUSINESS!” A 
banker’s business helps for men & women. 


66 Q@MALL TALK ABOUT BUSINESS” guides 
EL safety. Paper 40c.,cloth 
klet tells about it and mailed 
} FREMO! T PUBLISHING CO., ————1 oO. 


ANGER SIGNALS, a manual of practical 
—_ for cma « advertisers. ice, by 
mail, cents. PRINTERS’ INK, 10 
py St] New —- 


LASSIFIED advertisements will be acce 
(without display) for the Year Book 
” INK (November 28) at 25 cents a line. 
Book Ye pe 600 pages. First edition guaran- 
copies. 


ited 
F issue of 


66r [BE Evolution of a Piece of Cloth” is the 
le of a we prii 1 


TUS PRESS, 140 cst 3d StLNLY 


r we? uniform slovenliness of rting paste 
es is surprising. ait ts kind pays 

-printed and we Sg one W " 

| ten Big, aoe 

printing sells good: 


ion if PEs Ess. 


MISCELLANEOUS. 
Ss" NICHOLAS. 


= alla ke 
—{ to 0 fal with 


oF ting ofa ahi nate THE 
West 23d S8t., 


Gor HOUSEKEEPING. Excellent. 

Goon HOUSEKEEPING. Excellent. 

QUNBEAMS, FOR THE LITTLE FOLKS. 
yice’s MAGAZINE Al + 1—0= 200,000. 
yrs MAGAZINE Al + 1 —0= 200,000, 
yrs MAGAZINE Ai + 1 —0— 200,000, 
picks MAGAZINE Al + 1—0— 200,000. 


GEND cabinet photograph a and 35c. and peesive 
en Rn ws photos. G. FAIRFIELD, W 
P, 


4 gs Persian Corn Cure never fails to 
St, bin for free sample. M. COHN, $32 W. Bist Bist 


INVESTED pays a pays a monthly Ones 
$1 00 Rios ey ST BO he 


newly -admivte 


PRINTERS’ INK. 


URING subscri; 
D io gale ption season 
cash. ART IN! AD 


yaa a 


Loy go copies 
Rest of ear 
—— 80 Fifth Ave. ive. NY, 


and all 
Rai oe or Preekiy’ = of 





w. 
an & Trust Bldg., Washington, D.C. 
LASSIFIED advertisements will be accepted 
(without lay) or the Year Book issue of 
’ INK (November 28) at t 25 cents a line. 

Book of about 600 pages. First edition 

teed 20,000 copies. 

Oo" silver- yiated clock ts like Johnston’s inks 
—sold on its merits. e have no free sam- 
es ; We gave up the —s.. buntness some time 
To seeac will cost 75 cents, but you 
will own it and it will ornament your desk and 
be of service to you. H. D. PHE) ,Ansonia,Ct. 


LETS # SARE Wee 
ADVERTISING AGENCIES. 
A™ take ads for VICK’S. 


A Mi take ads for VICK’S. 

A Ub take ads for VICKS. 

A LL take ads for VICK’S. 

AEE indorse ST. NICHOLAS. 

GUNBEAMS, FOR THE LITTLE FOLKS. 

A GENCIES know GOOD HOUSEKEEPING. 

AGENCIES know ‘GOOD HOUSEKEEPING. 
+ 8. KRANTZ, 0 


special ad Me nt for 
Y. dailies. W. i4th St., N. 7 
25 W. PLACE, ey = = 
LEADING dailies, circ. 6, 
ESULTS highly Frectwa fom to the advertiser 
Ro ioctl ceed sequent m a small outlay 
1" ‘ou wish to avert aS where 
ca time, write to the GEO. WELL 
ADVER 
er Adverti 
as Hicks," pro} ——~ a 
Nassa’ 
CBAELES H. rulers; 3 NEWSPAPER ADV. 
/ AGENCY, 112-114 Dearborn S8t., Chi , ill., 
eerfully fu’ 
ee oaks from mee Ly laufed,” Your but 
ropriation— how email 


TEARS’ experiepee in newspaper advertis- 
100 Y, cles 
FLETCHER ADV. ADV: AGENCY, Cleve! 0. oO. 
¥§ AGENCY of Boston. 
SING CO., 10 » 10 Spruce em pt York. 
Hi Bowspeges 
a St., New York. 
Temple ee New York. Established 1 
timates furnished. 
the ane must 
vege be a matter 
A? antod d with care by DODD’S AGENCY, 


( aaa FIED advertisements will be accepted 
(otiioes cee) for the Year Book issue of 


a fn I<, ember 28) at Ss =. 
Book of abou pages. ion guaran- 
teed 20,000 copies. sii 


T is not so much the muchness of your adver- 
pa Sopeoretetion as the sense = which 


returns. is the belief 
and workin; — of DODD’S ADVERTIS- 
ING AGENCY o: nm, Mass. 


TP Kaneas INTER-STATE ADVERTISING pOEROY, 
ity, Mo., offers general advertise 
service on reasonable terms for Western 
lications. We prove our werk. If you wish 
to enter this field, write to us. 


rr 
SPECIAL AL WRITING. 
‘HAT tired feeling is cured is cured by my “ +o 
‘I It makes the editor pA G. + i 
MOND, Newport, R. I. 
LASSIFIED advertisements will be accepted 
(without lay) for the Year Book issue of 
’ INK (November 28) at 25 cents a line. 


Book of about 600 pages. First edition guaran- 
teed 20,000 copies. 





PRINTERS’ INK. 


BILLPOSTING AND DISTRIBUTING. 
A® IN ADVERTISING. 80 Fifth Ave., N.Y. 


619 
ADDRESSES AND ADDRESSING. 
ST. NICHOLAS. 


yuass 200,000 beats Dillposting, coz it’s per- API ADvERTIERG. |W Write for a free spec- 


ICK’S 200,000 beats ats billposting, coz it’s per- 
a's yee pe 
Vrs 200,000 beats billposting, coz it’s per- 

manent. 
vss —~ od beats billposting, coz it’s per- 
p.. ‘i 
—The Donaldson Guide con- 
e name eae Oy: of Sanaa. “Price, 
ice, 


ba in in the Dawei Son 


(CUASSEPIED a <7 


SOuNBTON,. ase advertising distributor. 
Bcc rmnay ., St. Louis, Mo. 


KRATIVE ADV. -£0., 447 6th Ave., N. yi™ 
SUPPLIKS. 
V 1CK’S MAGAZINE supplies customers. 





Vicks MAGAZINE supplies customers. 
V ICK’S MAGAZINE supplies customers. 
Vy ICK’S MAGAZINE supplies customers. 


y AN BIBBER’S 
Printers’ Rollers. 


A™ = SREIne 9 eee in when noth- 


Bh oem r on earth. ART IN ADVER- 
TISING. 80 Fifth Ave., N.Y. Send for a copy. 


Nwe ERA ay 4 ress ; Gordon movement ; ¢; ye 
M. JONES & CO. »Palmyra,N 


‘|’ HIS PAPER is printed wi ith ink man ufac 

arog by ene e W. D. WILSON PRINTING INK 
CO., L’t’d, 10 Spruce St., New York. Special prices 
to cash buyers. 


CTROOLAR letters reprodi re Experts can and otivenme 
yay fred og wilting. 

tell it fro 

WYE, e Temple, Chica 


)APER DEALERS- M. P , & Co., 
Beekman St., N. + sell every kind of ~ 2 
used by printers an. 4 publishers at lowest prices. 
Full line sa of Printers’ Ink. 


ypewritten ems 000 fi 
rinted in your 
, on ware ed paper, $35. 
IN PTG. Co., Columbus, Ohio. 


j;LECTROTYPE CABINETS. Advertisers use 
them to store cuts. Dust-tight and vermin- 

roof. Various " ce lis supp! 

HEBER WELLS, 157 William St., New York. 
CAS advertisements will be , sooanted 
(without d lay) for the Year Book issue of 
PRINTERS’ INK Cree 28) at 25 cents a line. 
jon guaran- 


m think of of a better ad than a personal 
to each 


m whom you 
onal to Ay rx “one copies of a letter, on linen 
r, addressed se ly, Pp ee ae 


Inelosed in ad addressed poy an ey 
Send A. B. 


for samples to 
William St. 6. Y 


FOR a thousand circulars —_ : a 
s, st if you get more 
out of it then they are not 
wen! sent out re- 


of this kind experience 
with a thousand wound 1m be > the same. If 
bay use nev eat sd Stk eddress 


copy. 80 Fifth Ave., N. Y. 


HE DONALDSON GUIDE contains the address 
of every oon, house 
iL) in the :, vanes States and 
Price, $3.00, wt. DONALDSON, 


IFIED advertisem ts willl be accepted 
bar (without ee for the Year Book issue of 


a out 600 pages. Fir at 25 cents a line. 
Book of abou’ pages. edition guaran. 
teed 20,000 copies 


JYERSONS who have facilities for bringing ad 
vertisers and consumers into contact 

lists of names and addresses may announ 
in 4 lines, under this head once for one dollar. 
Cash with order. 

wave for sale 4,000 Dec., ’93, 
3,000 Mar., 94, medical letters ; 1,000 °91 
medical letters ; 4,000 Beeman’s Gum letters 
musical letters. Make best offer. E. C. HO 
70 State St., Chicago. 


medical letters ; 
and "93 


ae See 
STREET CAR ADVERTISING. 
se figures are never beaten. 


A. J. ous, 261 Broadway, New York City. 


Ww* 
F Geo Sort ewisooe ete se 


31G inducements for adv advertising on the ele- 
vated rail New York, Seo and 

anu cars everywhere. Rates and 

sketches free. UO. BROS., Temple Court, b. we 


(UASSIFI ED advertisements will be accepted 

(without ye ) for 3 ny? Book issue of 

’ INK (November 28) at 25 cents a line, 

Book of about 600 pages. First edition guaran- 
20,000 copies. 


FERREE, First National Bank 
Ng Hoboken, N. J. N.J. 


TO LET. 
VV ICK’S MAGAZINE. Space. 


V/1CK’S MAGAZINE. Space. 
yicrs MAGAZINE. Space. 
Vyice’s MAGAZINE. Space. 
5 ADVERTISING space in ST. NICHOLAS. 


G OOD HOUSEKEEPING. Space 
XH. P. HUBBARD, Mer., 3 38 Times Bidg., N.Y. 


OOD HOUSEKEEPING. Space 
H. P. HUBBARD, wD, Mer. ' 38 Times Bidg., N.Y. 


A®t IN ADVERTISING. Sample c: oe sent 
free during October. 80 Fifth Av . ¥. City. 


\LASSIFIED advertisements will be accepted 

(without dis: lay) for — Year Book issue of 

’ INK (November 28) at 25 my a line. 

Book of about 600 pages. First edition guaran- 
teed 20,000 copies. 


Te? LET—Front office in build! 
&treet. and bag hi 
electric light; size about 

vided into several offices. .- $50 a month. 
For wan Sees address GEO. P. 
ROWELL & CO. 


> 10 Spruce 
m heat ; 
be subdi- 


—+>o— 
AUCTIONS. 


A UCTION SALE OF SPACE—4. circulation 
ha i oy 473 of 


f the lowent rice 
= price of lowest ‘ul bidder. Printed 
be sent teach. — Exclusive 


=a 
for full partie culars. A 

harm ani TL fire you a 

ng dirt cheap. Lipsy & SMITH, "Port. 
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PREMIUMS. 


Va MAGAZINE (200,000) is an attractive 
38 Times Building, N. Y. 


V3 MAGAZINE (200,01 Brey is an attractive 
Building, N. Y. 


yicks MAGAZINE Go (200,000) is an attractive 
premium. 38 Times Building , N.Y. 


yick’s MAGAZINE (200,000 (200,000) is an attractive 
premium. 38 Times Building, N. Y. 
O'Re cotologue bee s the best premiums. TOME 
MPANY, 142 W 142 Worth St., NewYork. 
T™3e best way to judge of ART IN ~ phy yt 
G isto send a dollar and read it for a 
year. 80 Fifth Ave., x. Ze 
§t.2 NICHOLAS celebrates his twenty-first birth- 
y so successfully that the first edition of 
the 2S number is all sold. 
Po ee fowing machines are 


e best. 
increase your circulation. FAVORITE 
MFG. CO., 342 Wabash Ave. sh Ave., Chicago, Ill r 


H%&® OLIDAY  BOOKS—If you you want to use holiday 

r books of any kind as premiums, 

send a OGILVIE, i am, 57 Rose St., New 
York, for partic 


(QUASSIFIED sdvestisementa will be accepted 
—- 4 for the Year Book issue of 
ovember 28) at 25 cents a line. 

Book of em, Gop pages. 


edition guaran- 
teed 20,000 copies. 


ADVERTISING NOVELTIES. 
QUNBEAMS, FOR THE LITTLE FOLKS. 
fy! > meee rates invariable in ST. NICH 


v= MAGAZINE pays first-class novelty 
advertisers. None others taken. 


yur MAGAZINE ps pay 8 first-class novelty 
advertisers. None others taken. 


ICK’S MAGAZINE pays first class 
advertisers. None others taken. 


ICK’S MAGAZINE pays pays first class 
advertisers. None others taken. 


re booming any business or enterprise. Sub- 
tial. NAT. ACC’T FILE CO, Fremont, O, 


Gavine machines will boom your circulation. 
Write st rticulars and prices. FAVORITE 
MFG co., Vabash Ave., Chicago, Ill. 


OR the purpose of inviting ge 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 


( ‘\LASSIFIED advertisements will be accepted 
(without display) for the Year Book issue of 
ape pA s or Fo a a line. 
of abo om ion guaran- 

teed 20,000 pone be 


novelty 


novelty 


FOR SALE. 
ADVERTISING space in ST. NICHOLAS. 
M4 home » happy ART IN ADVERTISING. 
Fifth A 
Bos for two novelty es 


DODGE, Manchester, N 
$3 5 BUYS 1 INCH INCH. 50,000 copies Proven. 
et 
A ontst, Day space in ace in the Lepemmes EVAN- 


A. B. 


WOMAN’S WOR: WORK, Athens, Ga. 
eal Dayton, Ohio. Rates low. Keturns 
Pons SALE—A three horse-} were S Mather elec- 
ric motor, Guaranteed to be in perfect 


condition. Will ne cheap for cash. EMO- 
CRAT, Waverly, N. Y 


buys half newspaper and job office 
81 1600 do ng pe tem b work vo wont, 19 
ads, 2 cols. local notices, 
health. J. F. WASSELL, “wight, Ih. 


LASSIFIED advertisements will be accepted 

vt a lay) for the Year Book issue of 

ovember 28) at 25 cents a line. 

Pook of i of about 600 First edition guaran- 
teed 20,000 copies, 


Poor 


PRINTERS’ INK, 


fF SALE OF SECOND-HAND 
PRESSES. 


Du the “hard times” we will sell re- 
wen © — will be hard for us 
but easy for you. Wri Mas | iene rices” ” 
and we will answer steer prompt ntly 
r RIN’ tixG PRESS {*; ‘Tribune Biden 
New York City and New Condon, Co 
ERE’S a bargain. A first an dail 
weekly news) nore with well-established 
, can be bought at 
a bargain, bo 0 price "terms. Cause of 
sale: A recently insolvent ‘railway construction 
a owned the controlling oe which 
thecated with a banker. e banker 
bought in in the newspaper ye at mk ssale, 
and now offers it = prices sale for reimburse- 
ment on the loa rticulars address 
“ BANKER,” care Printens’ nk, 


N SP RESSES. SALE OF SECOND-HAND 


During the “ hard times” will sell re- 

— presses at prices that wil oe heed for us 

easy for you. by = for “ hard tim rices” 

pe | we will aj tll comply, THE JOCK 

PRINTING PRESS ‘O., 9-10 Tribune Bldg., 
New York City oy +4 London, Conn 


I be 


ELECTROTYPES. 


y ces MAGAZINE, N. Y. . Has all sorts of 
floral electrotypes. 


TICK’S MAGAZINE, N. Y. 
floral electrotypes. 


V ICK’S MAGAZINE, N. ¥ 
floralelectrotypes. 
YICK’S MAGAZINE, WN. Y. 
floral electrotypes. 
EAD head list tem raporarily suspended ART 
LIN ADVERTISIN 80 Fifth Ave.,N. Y. 


I F you are an advertiser ge get Craske’s prices on 
electros. Work and prices the best. ou 
can ask Johnston, of Printers’ Ink. Address 

CHAS. CRASKE, 45 & 47 Rose St., New York. 


d 5 HE best ad can be spoiled by a poor printer. 
We display ads so they will catch the e y 

electros. Address WM JO 

STON, Printers’ Ink Press, 10 Spruce St., N Yo 
( ‘LASSIFIED advertisements will be accepted 
/ (without display) for the Year Book issue of 
INTERS’ INK (November 28) at 25 cents a line 
Book of about 600 pages. 

teed 20,000 copies. 


[PICTURES talk. 5,000 subjects to_ select fro: 
at %centseach. Any single column cut for 
a dollar. aot Jour business and send 4 cents 
for sample Use cuts in your ads The 
= | ie you CHICAGO PHOTO ENGRAVIN 
Madison St., St., Chicago. 


v he age ce electrotypes fo for Pond -—agr and gen- 
advertisers a Our patent 

all- a. cut is more durable and saves more 
postage than any cther make. Our facilities 
—, us to fill la and small orders at a low 
WM. T. BARNUM & CO., New Haven, Conn. 


( pat UTYPE is preferred. by advertisers be- 
cause it is 10 per cent cheaper than other 
wood or metal base cuts; it is so light for ner ogem 4 
purposes you save the cost of cut. Prints o 
wood as well as a special cut die. 


5 cellut machinery uf. by 
W_DORMAN co., Baltimore, Md., U. = A. 
——<oor———— 


NEWSPAPER INSURANCE. 


NSURE present and future business by using 
8ST. NICHOLAS. 


LASSIFIED advertisements will be accepted 

/ (without display) for the Year Book issue of 

INTERS’ INK Ps pooosiga! 28) at 25 cents a line. 

Book of about 600 m guaran- 
teed 20,000 copies 


Has all sorts of 
Has all sorts of 


Has all sorts of 


and also furnish 


First edition guaran- 


PRINTERS. 
yas BIBBER’S 
Printers’ Rollers. 


Pa ORK of the highest quality; prices 


‘ht. We oo the presswork on Print- 
ers’ Ink and Munse: ine. Is yours as well 
done? FERRIS BR sotto Peart t., N. ¥. City, 





PRINTERS’ INK. 


ILLUSTRATORS AND ILLUSTRATIONS, 


sr NICHOLAS. 
R magazine illustrations, H. SENIOR & CO. 
F° 10 Spruce 8t., N. Y. 
Soup? TYPE talks inGOOD HOUSEKEEPING. 
rated ads show exc excellent. 
Se TYPE talks in GOOD | + yaaa 
Illustrated ads show excelle: 

mee fon. sample copy of ART 4 povunets- 
SS" 90 Fifth Ave, Kew York City. 

Bian Fer features for nev 

HARPER ILLUSTRATING 8 eGolumnbus,0. 


Des = and designe for Wee Ye 
arren 


ANDSOME illustrations and initials for mag 
Re gs he. et apes wang 


Bay titosta tite co. Newark, N N.J. 


Crm advertisements will be accepted 
‘without d i Rovembe for the Year Book issue of 
~ — = a ovember » at 25 cents a line. 

je 0 


rst edition 
teed 2,000 copi: hg 


ET me “ top off” your ad ‘your ad with a neat sketch. 

4 Anad, illustrated, becomes doubly attract- 

ive. Ten appropriate outline drawings, $5. pone 

afew of your old ads when you te L. 

bebo . 152 Wash. Loan & Trust Bidg., Wash. 
ington, D.C. 

| ye — WASTERPIEOES a is the finest illustrated 

ert sheet on the market. Elegant 

for Onrisconas Supplement or for merchants and 

ve agents for fall and OneE rae: 


Sample and prices for stam 
TELL & ad prices -» Holyoke ke, , Mass. 
ADVERTISEMENT YT CONSTRUCTORS. 
QT. NICHOLAS. 
aw 


guaran- 





a MAGAZINE'S own artist will make 
designs for advertisers. 


10%  uaGaaiiee “own artist will make 
special desigus for advertise 


mere Rap ne my own artist will make 
special designs f for advertisers. 


Vas MAGAZINE'S own artist will make ¢ 


designs for advertisers. 


A APT AND ATTRACTIVE ADS 
Written by 
MRS. G. F. HUNT,42 Richardson St.,Newton, Mass, 


\ ts KOR, 2115 West Norris St., Philadel- 
Expert critic of advertisements; 


v7 years oderate. Write 


my charges m 
for part lars. 
7 E have turned out more ads and better ones 
than any other house in the business. WM. 
JOHNSTON, Manager Printers’ Ink Press, 10 
Spruce St., New York. 


( \LASSIFIED advertisements will be accepted 
ome? Vy. lay) for ~~ Year Book issue of 


) at 25 cents a line. 
Book of Spat ba First edition guaran- 
teed 20,000 copies. 


66 Bk of Ideas for Advertisers.” 50 illus- 
trations. 70 styles of ready-made ads. 
Table of type. Hun 
tions. 100 pages. Only 2 cents, post 
MALLETT, Teablisher. 8 Reade St., 


] DOUNDING away this week on mel brokers’ 
booklet, two one ia cures, hats, under- 
wear, rheumat: and 
rials. Write me and TN we 
ge gone. sy SCARBO 
w, po lyn, N. Y. 


a = 
pages. 
s of valuable F . 


iter mate- 
ia we @5 Station 


utation for doing GooD work 


F2 I Toes money Cha i 
or less mo an else. 1 propose 
“A o other reputable 


business writer — seuswontes ads or an. 





i as I can 
at all if it it 
bill. BERT M. MOSES, Box 283, 


klyn, N.Y. 


621 


nae yy: courteous and co’ 
isn't a bis a. ist the 


sort I use to dra’ ‘ou’ve XY 
sell. JED SCARB nO, Box 63, St ion W, 


SAN edvertisonaantsonah constructor you wea 
need our servives. You may al 'y havea 
printer, one who can carry out your instructions 
(provided you 
enough), but when you need so 
ele gant you find he can’t Ro 3 Jou in 
Your customer is willing to pay a price but 
wants something “ swell,” and you are too busy 
to “ lay out” the job. and ides it is ot exactly 
meee ie line. This is the W. Sat. 5 me; 8 
TUS PRESS, 140 W. City. We 
do high-grade printing and can ty a help toyou. 


EFERRING to a small booklet about clothes 
, By I wrote for Julius Saul, of Albany. 
‘the : * The matter and typogra hic 
aispiay’ of the little brochure is ent isfac- 
A. Daniel, —— City Rubber Co 
Pa Pas ys: “Proofs of \- page ad an 
booklet yeselved.— eur ae first class Sam- 
ples of the above may ~y had for a conan 
stamp. I also have proofs of ads for he — 
tooth brushes, medical matters, etc., etc. a 
tion 3 furnish estimates, looking to brepara- 
jon of ads a. circulars or catal 
BRETT, 26: 261 Broadway, New York. 


He" would a four-page folder do! It is made 
of light card board, ‘es 3x5 inches. There 
is room on the two inside 

words may be 250. 

nish an outline cut for use on the fi page 

give you 1,900 for $15, or 5,000 for #25, rinted i in 
any color you like. it you want an original, ar- 
tistic design for the first page, add $5. If you 
are a retailer may be | can penne the price 
somewhat. If you wens | 25,000 know I can. 
These folders are just t ht 9. to go into 
an ordinary ebay be: with & Pwek They can he 
put into pac! ributed -" 
or otherwise. hey re a ro the 

I'll send a sample to any one who will write o 
business letter ead. fHARLES AUSTIN BATES, 
Vanderbilt Bldg., N 


Y_own edtesticing Pai ys. It pays well. It 

N Mx me we and latterly Pitas aos my 
an assista’ usy too. have 

orders now for enough" work > eep at. fully 
till I That doesn’t mean 

ay tt take more rm before that. be- 





ess 
. It I didn’t do good work my aavertis 
I can make 


advertising sell 
any good thing. a oun plat an advertising cam- 
palen end, and I will make a 
success of it if I p~ toe it—I won't attempt 
= ——- Tell me what yon sae > sell 
w much you will spend t teat. 
cHas: ‘AUSTIN BATES. Vanderbilt Bide, N Y. 


NEWSPAPERS 
ano PERIODICALS. 


vertisements under this hea this head, two lines or more 
a lay, 25 -: a line i Jan's dis 
lay or ‘aced t ice is 
50 cents a fines Maat be anded 
in one week in odvance. 


CALIFORNIA. 


OS ANGELES TIMES leads in Southern Cali- 
4 fornia. Sworn circulation 14,000 daily. 


CONNECTICUT. 


weexey TIMES: Hartford, com. 


THE UNION, 
Bridgeport, Conn. 
ily, 7 kly 3,500. 

Wester | Connecticut ae a A. by the 

TWO UNIONS 

oO. L. New Yor' Reprees 

Vanderbilt Bldg, THE "Onto PUBLISHING 
CO., Bridgeport, Conn. 


ing wouldn’t pay 
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THE TWO HERALDS. 


WATERBURY SUNDAY DAY HERALD 
BRIDGEPORT SUNDAY HERALD. 


E nook and corner in the Nu 


bury and Ansonia. 
d circulation, 80,000. 150,000 Readers. 


PRINTERS’ INK. 


G 24m BArips DEMOCRAT, the 
per in Michigan, outside Detroit. 13,000 


roe A qucuhss rod 

40. 000 oxy Line. Sample copies 
“ONCE A sand Broo ” DETROIT, MIcH. 

Dp ae ROIT ILLUSTRATED SUN, ‘dice, bi? tem: 


go oy. x ai. Ady 
New City. press- 


le Court, 
F always ope! Las ee of advertisers 


room 
or their representatives 














THE HARTFORD TIMES. 
Wau O. Burr, Publisher. 


ESULTS— Advertise where you —= get pay- 
returns. 


dvertisers are Kone 
with e@ ILLUSTRATED and “SUNDA SUNS. 
Detroit, Mich. office, 517 Temple 
Court, j particu. 
lars. 000 wee ly. 








Rourvs H. Jackson, Bus M: 
Daily— 12,500 circulation. 


The great advertising medium for reaching the 
Nutmeg State. 


Weekly—7,000 circulation. 


Perry LUKENS, Jr., New York Representative, 
3B Tribune Building. 


jew York City, Write for full 
MINNESOTA. 
N INNEAPOLIS TIDENDE bas the 
a of any Norwegian- 


The Ho Housekeeper, 





cir- 
paper 





Minncapelie, 


inn. 
none Pager. 





GEORGIA. 


‘|°HE ENTERPRISE, Smithville, Ga. Official 
organ of Lee County All home print. 








INDIANA. 


HE COURIER, a The leading 
inter-State n 
3,500. CHAS. H. STEWA: 


IOWA. 


T= HE Dubuque TELEGRAPH is ny el. to be 
e best advertising medium and 
Seaton lo and equal to any in the “Btate, 


Send for sample copies to THE TELEGKAPH, 
Dubuque, lowa. 





on, 


ren Circulatio 
iy Write for rates. 














KENTUCKY. 
oe a 


A MERICAN BAPTIST. Louisville. Est. 1879. Best 
adv. medium among colored people in South. 


MAINE. 
BANGOR COMMERCIAL. 
J. P. Bass & ©o., Publishers, Bangor, Me. 














Daily average, nearly 5,000 copies. 


Weekly average, over 16,000 copies. 


PERRY LUKENS, Jn., New York Representative, 
73 Tribune ding. 





MASSACHUSETTS. 


Were !—Send 10c.to FRANK HARRI- 
IN, Boston, Mass. ,and see what you will get. 


40) WORDS, 6t., 50 cts.; See me. ENTER- 
PRISE, Brockton, Mass Circulation 7,000. 
HY La the a aly ENTERPRISE 
popular xr with over ‘000 circulation t 
Send fo r apecisnen copy. 


NEW BEDFORD ( Mass) JOURNAL. Daily aver- 
over 4,000. Remember = when placing 
ads in itheastern Massachuse 


MICHIGAN. 


Dp e™r SUNS, 118,000 weekly. 


PPTROIT sons. ILLUSTRATED and SUNDAY, 
circulation, 118,000, are profitable mediums. 




















Pays Advertisers. 
ULUTH. 


Population to-day, 75,000. 
The most prosperous city ag: the country. 
THE NEWS TRIBUNE 
IS ITS ONLY MORNING NEWSPAPER. 
Published eS every oy = ae year. It | bo 
leading ond jargest circu! news} r ai 
head of the lakes. — 


PERRY LUKENS, JR., Eastern 
73 Tribune Building, N by 


MISSOURI. 


I a, DES GLAUBENS, St. Louis, Mo. Est. 
850. Circulation 33,000. Brings results. 
7PHE HOME CIRCLE, St. Louis, mr is the pest 

advertising medium in the West. 
ith. 50c. per agate line. Kata, 


Representative. 
. Y. City. 











copies ag ty mon 
lished in 





NEVADA. 


MNVHE A ed COURIER, Genoa. Six es, 
rr 1 home print. Ponds inh evada. iene 





NEW JERSEY. 
THE EVENING JOURNAL, 


JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - (5,500. 
Advertisers find {IT PAYS! 


NEW YORK. 


St NICHOLAS. 














PLACE your ads in the CoUNSELOR, Rouse’s 
Point, N. Y. 
T=. trial lines 25c. in Watertown (N. Y.) 
LD—30,000 readers. 
Vicrs 200,000. 
East of caoien 184,519. Fact. 
Ve ICK’S 200, 











East of xt Heoxies, 184,519. Fact. 
ICK’S 200,000. 
East of Rocki 
TWICK’S 200 
East of Rockies, 184,519. Fact. 
Fors any good business it will 
ISTIAN ADVOCATE, New Yo 
‘THE LADIES’ WORLD 
Circulation Map 





184,519. /Fact. 
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THE PEo- 





es, 
apace yer coetes 
"16 & 108 Ronde Sth. N. zr. 


OKLAHOMA. 


4 ag GUTHRIE Lay LEADER, the 





vertising w S distinct vi 
antee that it has double the 2p circulation 











oo one furtl 
in TEXAS 


THE CARTOONS ™ Sierincs 


painteo in COLORS 
On and after October 27. 


A COMPARISON __—___—>~ 


Du 1898 the New York EVENING 

P contained 25 per cent more cash 

advertising than any other evening 

in New York, a visible concession 

its superior value as an advertising 
medium. 


REDUCED To 1O0¢c. 


GODEYS 


BIG INCREASE OF CIRCULATION, 
Present Rates, 75e. per line. 
Send for rate card giving discounts. 
THE GODEY COMPANY, NEW YORK. 








Loves, Adv. Mer. we 
PENNSYLVANIA. 


= CRANTON (Pa.) REPUBLICAN bead ig largest 
S ot any 


y be best yelighous oo in — Penn: 
lvania to reach the young people is the 
Epwosta LEAGUE MESSENGER. For tates address 
H, H. BOTELER, | 1215 Elisworth St., Phila., Pa. 
| Ve gy READERS and a good r*> 
i are what advertisers receive 
TIMES. x srt to-do, ixtelligene 
— read the Times with their gupeer every 
Gay. W. WALLACE & SPROUL, Chester, 
Dax INTELLIGENCER—est. 1886. 
EEKLY INTELLIGENCER—est. 1804, 
oH Pe van 
Have ro abuage been exclusive! a print pa- 
ng with larger circulation competi- 
Best mediums for advertising, in Bucks 
Coury. 


SOUTH CAROLINA. 


HE records of the post-office of Columbia, 
= Carolina, a Ay Fay STATE 

re postage than e other newspa- 

pers in ‘Columbia (two of them dailies) co m bined. 


























Yd 
“* While there's Life 
there’s Hope.” 
19 & 21 West 31st Street, N.Y. 


T. F. SYKES, 
Mer. Advertising Department, 


WINTER RESORTS. 





The best mediums in Albany through 
which to reach the class that patron- 
izes Winter Resorts, are the 


Daily Press & Knickerbocker 


SUNDAY PRESS. 


Delivered at more Homes than all the other 
Albany papers combined. 


RATES ON APPLICATION. 


THE PRESS COMPANY, Albany, N.Y. 
OHIO. 


USKINGUM FARMER for —- *y Ohio. 
JM. * $6an inch this year. Zanesville 
ARGEST cire’n of an: Prohibition oan 
nation: BEACON AND NEw ERa, Springfield, O. 
l )AYTON MORNING TIMES and EVENING 
NEWS. Combined cicculation 14,000 oy. 
Yawn bh et ect 7,800 daily, 5. 
weekly. Leading newspaper in Eastern Oh os 
HE DONALDSON GUIDE, consulted daily by 
fifteen thousand showmen, theatri man- 


rs and performers. For rates address 
.H. DONALDSON, Cincinnati, oO. 

















TEXAS. 


THE rae POST : Houston, Txas. 


Has a GER REGULAR ISSUE? THAN ANY 
Daley ine TEXAS, an so guaran by Row- 
ell’s 1894 Directory cuier a forfeit of $100. 8. C. 
BECKW! ITH, Sole Agent Foreign Advertising, 
New York and Chicago. 


WASHINGTON. 











| 


GEATILE P.-L 








QEATILE TELEGRAPH 
‘ 





QEATILE POST-INTELLIGENCER,. 





QEATTLE TELEGRAPH, the 
Democratic daily north of San Franci: 
EATTLE POST-INTELLIGENCER 
advertisers double the Washingvo 
other paper in the State of W. 
ern office, 93-94 Times Bl 


. C. iw HoGH HES, » Mar. 
A. FRANK RICHARDSON, Special Agent, Trib- 
une aaa 


SPOKANE eer “REVIEW 


feld. “No com 
tion Spokane, 

resent history of Spo kan 

ture will be the. wonder of, of Be ymin ci 
zation. The REvieEw is the nent 
of all the best aes of = and t: {the vast 
country tributary to it 


WISCONSIN. 
59097 ini. EXCELSIOR, Milwaukee. 


Lhe =} AGRICULTURIST, Racine, a 
circulation of any English 
in Wisconsin 


so. & CEN. AMERICA. 


me Shrewd advertisers use 

PANAMA STAR & HERALD. 
EXPENDED in the local papers of 

$500 Spanish America will produce better 

returns than $3,000 in this this country. and be 

convinced. SPANISH-AMERI 

136 Liberty 


” oy De ae 


pending 


= 
mn of 
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Printers’ nk says: 


‘‘In importance in Washington 
the Star comes first, and is probably 
not only the most conspicuous and 
prosperous daily in Washington, 
but is without doubt the best appre- 
ciated and best patronized evening 
newspaper in the United States. In 
point of circulation it is not reached 
by any other evening paper that is 
sold for more than one cent any- 
where in America. The circulation of 
the Star is confined almost exclusively 
to Washington. It is claimed for it, 
and probably truthfully claimed, that 
no other newspaper in the country goes 
into so large a percentage of all the 
houses within a radius of twenty miles 
from the office of publication. 

‘*The Star has enjoyed unprecedented 
prosperity for twenty-five years, and is 
one of the very few papers that has 
failed to advance its advertising rates 
in proportion to its growth in circu- 
lation, influence and popularity with the 
community in which it is issued. 

‘ Considering its character, influence 
and circulation its advertising rates 
are exceedingly low, being matched 
in this respect by no more than 
two or three newspapers issued in 
other sections. The class of advertis- 
ing it carries is of the best. The value 
of this paper to an advertiser, all 
things considered, and taken in con- 
nection with the comparative cost of 
advertising in it, places it not lower 
down than third in a list of all 
the best daily papers published in the 
United States, and in making out such 
a list a well informed advertiser will 
have great difficulty in deciding upon 
even so small a number as two to place 
in advance of the Star, He may even 
fail to fix upon one. 

“The actual average circulation of the 
Star, as given in the last issue of the 
American Newspaper Directory, is 
36,986. It is, and always has been, 
the only daily in Washington to fur- 
nish the publishers of the Directory 
with a statement of circulation, made 
with such attention to definiteness and 
detail as would permit of its accuracy 
being guaranteed by the Directory by 
the usual $100 forfeit.” 


New Fork Representative, 
L. R. Hamersly, 
Potter Building, 
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A Few 
Points. 


Advertisers desiring a profitable field can 
find nothing better, perhaps nothing nearly so 
promising as the State of Washington. 

This State has, among other things, HALF 
A MILLION population. Chief industries are 
LUMBERING, DAIRYING, 

COAL MINING, HOP CULTURE, 


AGRICULTURE, FRUIT GROWING, 
STOCK RAISING, FISHERIES. 


SEATTLE is the principal City, with 65,000 
people, and they read.the 


SEATTLE 
Post-Intelligencer. 


It has double the circulation of any other paper 
published in the State. 


Daily, 12,000 
HERE ARE THE 
ricunes. 2 Sunday, 15,100 
Weekly, 14,600 


ANY INFORMATION CHEERFULLY FURNISHED BY 


A. FRANK RICHARDSON, or C. A, HUGHES, 
Special Agent, Eastern Manager, 
13, 14, 15 Tribune Building, 93-94 Times Building, 
New York. New York. 
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626 PRINTERS’ INK. 

The W. D. Wilson Printing Ink Co. of New York issue 
a very pretty price list, and | venture to reproduce 
their trade-mark here. 


It is supposed that the bird represents the ink manufacturer appealing to the 
busy printer for an order. 


The Wilson inks are well known everywhere, and like all the others are the 
best in the world. I don’t assert that my inks are any better, but I will bet a 
hundred dollars to a cent, and put ‘up the cent, that my inks are just as good. 

Below I have reproduced the Wilson price list, and named the peicess at which 
I will duplicate the goods. My terms are cash with the order. This is confidential. 


BLACK INKS-—Black Job and Gloss Black. 
PER LB. 


Extra Fine Card and Job 
Extra Job 
Extra, Hard Finish ta ° 
Extra, ae Finish Job.. 
Iumperial Wi ood Cut.. h 
Special Wood Cut 
Special Wood Cut... 
Fine Gloss Job, quick ~~ er. 
Job, eo — Dryer. 
pod Jot 


I sell any of the above, in 44-pound cans, for twenty-five cents a can. Either of 
the four sorts listed at $1, 75c. and 50c., I will sell three pounds in a can for $1. 
BOOK INKS. 
POWER PRESS. PER LB. 
Wood Cut, Extra Book «+» $1.50 | Boc 
Wood Cut, Extra Book . . 100| Illustrated Boo 
Fine Book and Cut .  .%| Ordinary Book oa Cc 
I will sell any of these Book inks i in three-pound cans for $1 a can. 


COPYINC INKS. 
Solferino 
Purph 


R 
Violet 


I sell any of the above, in 4- ale le at twenty-five cents a can. 
POSTER oonens AND BAC INKS. 


Isell any of the above, in five-pound cans (five pounds, mind you, not three 
pounds), for one dollar a can. : 
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WHITE INKS. 


LB. 
Extra Fine White.. Fine White. 
Fine Magnesia White... 1.00 | Good Ordinary White... 


I sell three-pound cans of any of these whites for $1 a can. 


COLORED Jos INKS. 
PER LB. 

Fine Green Black $2.00 | Medium Orange Yellow... 
Green Lake o se Deep Terra Cotta 
Emerald Green.......... ..60 «+ +++ weese Terra Cotta ° 
French Green,— Persian Orange Soveewe agodeeens 

Shade No.1. 2.00 | Flesh Och 

Shade No. 2. Y Oran: d Deane 

Shade No. 3. Carm 
Fine Vermilion 
Extra Fine wereeeien. 
Brilliant = wenn 
Crimson 
Dee 


Pale Blue 
French Ultramarine Blue.. 
French Ultramarine Blue...... 
French Ultramarine Blue. . 
French Ultramarine Blue.. 
Blac’ Carmine. 
Superior French Carmine... 
200 | Extra Fine Red 

Primrose Yellow . 1LWk& = | aes Deep Red.. 
Fine Lemon Yellow 
Medium Lemon Yellow a i. 30 Seariet (B nen Red.. 
Brilliant Orange Yellow.. ..... ae | Label 
Fine Orange Yellow— Deep... tees 20 

I will sell any of the above named inks, in 44-pound cans, for fifty cents a can. 
T will sell, in 14-pound cans, at twenty -five cents a can, any ink on the list quoted 
at less than $8. The carminated inks, and any one listed at $1 or less, I will sell 
three pounds for $1. I sell in three- pound cans, at $1 a can. 


PER LB. 
TINTS—All Shades................00 $1.00 & $1.50 

I sell these, any shade desired, in three-pound cans, for a dollar a can, or in 
14-pound cans, for twenty-five cents a can. 


BROWNS. 


Permanent Brown .00 | Fine Umber 





Fine Chocolate Brown. 150 | 
I sell any of these, in 4-pound cans, for twenty-five cents a can. 


on 


I sell any of these purples, in \4- rca cans, for fifty cents a can. 
COLD SIZE. 


LB 
Extra Fine Gold Size— Yellow Fine Gold Size—Brown. 
Extra Fine Gold Size 1.54 


SILVE : SIZE. 
PFR LB. | 
Extra Fine White $i. 50 | Fine White. 
I sell any gold or silver size, in three-pound cans, at $1 a can. 
NEWS INKS. 
%- pound nage... Addopsedecsteanesseseebessabeeuiibendnabs % cents a pound. 


100 
250 
500 


1 have sold over 62 tons of NEWS INK since January, and NO ONE has complained. No! 
Not one. Iam making an impression on the ink trade. I sell 


500-pound Barrel at 4c., $20; 250-pound Barrel at 4%<c., $11.25; 100-pound 
Keg at 5c., $5; 50-pound Keg at 5!<c., $2.75; 25-pound Keg at 6c., $1.50. 
My ink is just as good NEWS INK as can be bought anywhere at 25 cents a pound. It is nota 
a My ink ioe the best in the world. 
of make it certain that 1 can suit, all that I need is to see a copy of the paper to be printed, to 


know the kind of press used and the temperature of the press-room ; and, most important of all, 
a che.k with the order. Address 


WM, JOHNSTON, Manager Printers’ Ink Press, 10 Spruce St., New York. 
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For the Uses of 


ADVERTISING AGENCIES 


Every advertising agency and canvasser has felt the 
necessity of a portable and reliable publication that may be 


sold or presented to advertising patrons for the compilation 
of newspaper lists to be used for covering sections in an ad- 
vertising campaign. 
Printers’ Ink Year Book will be such a publication. 
The number of newspapers is now so great that adver- 
tisers are compelled to make choice among them. 





There are 20,169 newspapers catalogued in the American 
Newspaper Directory. Of these 4,465 only are recapitulated in 
the Printers’ Ink Year Book. 

The Year Book only deals with papers credited with circu- 
lations in excess of 1,000 copies each issue. 

The Year Book arranges its State lists and its Class lists 
of newspapers in the order of the circulations accorded to them, 
largest first. 

After going through all the States, in this way, the Year 
Book deals with the more than 200 sets and varieties of class 
papers. 

It will be a book of about 600 pages, and will be sold for 
one dollar a copy. Ten cents extra for postage. 

The system of putting the biggest issues at the top brings 
the circulation ratings into bold relief. 











For the uses of Advertising Agencies and others who 
desire to obtain considerable numbers of the Year Book for 
private distribution and sale, they will be supplied at the 
special rate of $25 a hundred, or $200 a thousand, provided 
the order and check come to hand not later than Saturday, 
November roth. 

Address, PRINTERS’ INK YEAR BOOK, 

10 SPRUCE STREET, 
NEW YORK, 
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PRINTERS’ INK YEAR BOOK 


WILL BE ISSUED ON 


WEDNESDAY, NOVEMBER 28th. 








No advertisement can be inserted that is received 
later than Wednesday, November 21st. 


No advertisement can be promised a position op- 
posite reading matter that is received later 
than Wednesday, November 14th. 


No advertisement can be assured a position op- 
posite any one of the class lists that is received 
later than Wednesday, November 7th. 


No advertisement can be assured a position op- 
posite one of the State lists that is received 
later than Wednesday, October 31st. 


No advertisement can be assured a position op- 
posite the name of the paper that is received 
later than Wednesday, October 31st. 


No proof of an advertisement can be exhibited for 
approval that is received later than Wednes- 
day, October 31st. 


Advertisements in position opposite reading matter 
(if received in time) are inserted at $100 a 
page. Opposite the State or Class lists in 
which the paper belongs (if received in time) 
at $125 a page. Opposite the name of the 
paper (if received in time) at $150 a page. 
Half page advertisements cost one-half the 
price of a full page. Quarter page advertise- 
ments cost one-fourth the price of a full page. 
A colored inset, printed on both sides, will be 
inserted for $200, if 21,coo of them are 
promptly furnished. 
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PRINTERS’ INK. 


A Possible Ten 
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THE GRiFFITH, AXTELL & Capy Co., Holyoke, Mass., 
sent an order, dated October 5th, for six lines 


classified for 1895, at 


Mr. FRANK Harrison, publisher 
Shorthand Magazine, of Boston, Mass., 


- $78.00 


of Frank Harrison's 
sent an 


order, dated October gth, for two lines classified 


for 1895, at.. 


$26.00 


THE WASHINGTON, D. C., EVENING Srar, sent an order, 
dated Oct. roth, for one page, one year, at $5,200.00 


In consideration of these orders the firms named came in 
for eleven free insertions in 1894. 
Orders coming in now secure ten free insertions. 


PRINTERS’ INK, 10 Spruce St., New York. 


Address orders to 
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A POSSIBLE TEN! 
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pay, 


x. advertisement contracted for to appear 
in Printers’ Inx for the year 1895 will 


be inserted 

sS FREE VW 
in all remaining issues of 1894 and in PRINTERS’ 
Ink YEAR Book. 





After the new year begins bills will be rendered monthly, 


ADDRESS 


PRINTERS’ INK, 10 Spruce St., New York. 


Oct. 17th, 1894. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., 
Eprrors anD Pusuisuers. 


: Two Dollars a year. Five Five Cents a Copy 


wove en ty saan 
’ InK for the benefit of their 
can obtain special terms on 


za Lays ited from it is always 
possible tori oi new edition of five hundred 
— for a larger number at five dol- 


If any person who me not paid for it is 
i ita Ls a ad Ss pS aa a some “- 
has subscribed in Every == 
stopped at the expiration of t time pald 
Orrices: No. 10 0. 10 Spruce Sreeer. 


CIRCULATION. 
Average for last 13 weeks, . 
Last issue, - - a 


19,558 copies 
20,400 








NEW YORK, OCT. 17, 1804. 








PRINTERS’ INK YEAR Book will be 
issued on Wednesday, November 28th. 

No advertisement can be inserted 
that is received later than Wednesday, 
November 21st. 

No advertisement can be promised a 
position opposite reading matter that 
is received later than Wednesday, No- 
vember 14th. 

No advertisement can be assured a 
position opposite any one of the class 
lists that is received later than Wednes- 
day, November 7th. 

No advertisement can be assured a 
position opposite one of the ‘State lists 
that is received later than Wednesday, 
October 31st. 

No advertisement can be assured a 
position opposite the name of the 
paper that is received later than 
Wednesday, October 31st. 

No proof of an advertisement can be 
exhibited for approval that is received 
later than Wednesday, October 31st. 

Advertisements in position opposite 
reading matter (if received in time) 
are inserted at $100 a page. Opposite 
the State or Class lists in which the 
paper belongs (if received in time) are 
inserted at $125 a page. Opposite 
the name of the paper (if received in 
time) at $150 a page. Half page ad- 
vertisements cost one-half the price of 
a full page. Quarter page advertise- 
ments cost one-fourth the price of a 


full page. 


PRINTERS’ INK. 


MANY a woman has advertised for a 
place to do lighthouse keeping who 
never could trim a lamp. 


IN advertisement writing it is better 
to say an old thing in a new way, than 
a new thing in an old way. 


ADVERTISEMENT writers do not 
have to write on space, and those who 
advertise in PRINTERS’ INK do not 
have to live on air. 

NOTHING encourages improvement, 
discovery and invention so much as in- 
creased facilities for making them 
known to mankind. 


ALMOST as much gray matter is 
used nowadays in inventing some 
method to advertise a new article as in 
inventing the article. 


MANY articles advertised extensively 
in the Eastern, Southern and Western 
sections of the country are never seen 
in the papers of the Pacific Coast. 


EXACTLY 609 American newspapers 
and periodicals will appear in Printers’ 
Ink Year Book as having circulations 
in excess of 10,000 copies. 


PERHAPS if the retail druggist will 
stop ** substituting,” the manufacturer 
will stop selling his goods to keepers 
of dry goods stores—perhaps. 


THE Salem, Oregon, Cafital- Four- 
nalis the first one-cent paper estab- 
lished on the Pacific coast and the only 
one west of the Rocky Mountains. 


IF your competitor is getting ahead 
of you by means of superior advertis- 
ing, don’t try to imitate his methods, 
but engage some bright man to im- 
prove on his. 


AS ALL subjects are interesting when 
written about in an interesting way, it 
should be possible to say something 
interesting in an advertisement of al- 
most every article. 


IF it pays to change the wording of 
advertisements, one would think it 
would also be profitable to change their 
typographical arrangement. Many ad- 
vertisers, however, who use fresh copy 
almost daily, never make the slightest 
alteration in the typography of their 
advertisements, 





PRINTERS’ INK. 


THE newspaper or magazine which 
reduces its subscription price will not 
lessen its value as an advertising me- 
dium if the quality of its reading mat- 
ter is kept up to the standard. 


PRINTERS’ INK is pained to observe 
that most of the trade journals of the 
young and vigorous West are made up 
largely of matter stolen from the jour- 
nals of the old and effete East. 


HiLton, HuGues & Co, evidently 
believe there is something in a name, 
as in all their advertisements the pub- 
iic is reminded that they are the suc- 
cessors of A. T. Stewart & Co. 


A PAPER which goes into the homes 
is usually delivered at the homes, and, 
therefore, a relatively small news-stand 
sale should not reflect on the value of 
such a paper as an advertising medium. 


Nort all the readers of a one.cent 
paper belong to a one-cent class of 
people, as many busy men purchase a 
penny paper because its matter, being 
more condensed, is more quickly read. 


OnE hundred retail druggists met 
in New York recently to protest 
against proprietary medicine manufact- 
urers selling their preparations to 
dry goods houses, which retail them 
at cut prices. 


IN attempting to advertise himself 
an advertising man is simply manifest- 
ing his belief in the value of advertis- 
ing. If he makes himself known, itis 
evidence of his ability to make other 
things known. 

To get a ten-line ad in every paper in 
the United States would cost od tee. 
but to insert a ten-line ad in the papers 
which have three-fourths of the total 
circulation would probably not require 
a tenth of that sum. 


IF every advertisement of a certain 
article contained some bright idea or 
remark, people would get into the 
habit of reading them just as they 
would the productions of a contributor 
to the reading columns. 


THE shopping instinct is so strong 
in the average woman that she would 
rather spend ten cents in car fares 
journeying toa store where an adver- 
tised article is sold than a two-cent 
postage stamp in writing for it 
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WHEN a publisher secures business 
by convincing advertisers that his pa- 
per has a larger circulation than it 
actually possesses, he not only swindles 
the advertisers, but in most cases 
obtains money which rightfully belongs 
to his competitors. 


IF country publishers were in the 
habit of paying cash for the ink and 

per they use, some of them could 
probably afford to issue a journal 
which local advertisers would more 
readily patronize without being con- 
stantly importuned to do so. 


WHEN an item in PRINTERS’ INK is 
credited to some paper, it is because it 
has appeared in that paper as original 
matter. In cases where, instead of 
being original, items have been stolen 
from other journals, the publishers of 
those journals should vent their natural 
indignation, not on PRINTERS’ INK, 
but on their thieving contemporaries. 


AT the present time a New York 
newsdealer makes a larger actual profit 
from the sale of a copy of a one-cent 
paper than from a two-cent one. For 
this reason if a newsdealer can manage 
to induce a customer to purchase a 
copy of the Morning Advertiser, 
Press, Mercury or Fournal, instead 
of the World, Sun or Recorder, he 
will not fail to do so. 


Mr. W. H. Dona.pson, of Cincin- 
nati, publishes a book called ‘' Don- 
aldson’s Guide.” In its over 400 pages 
are included the names of 50,000 
people. It gives in detail a list of all 
opera houses, theaters, museums, ho- 
tels, concert gardens, etc., with the 
name and address of each manager in 
the United States and Canada ; a gen. 
eral directory of billposters, and the 
name, address, experience and standing 
of all actors and actresses, theatrical 
managers and agents throughout the 
English-speaking world. 


AT the recent convention in New 
York City of the wholesale druggists 
a proposition was made that all the 
patent medicine manufacturers form a 
corporation which, by acting as an ad- 
vertising agency, would save them 
many thousand dollars annually in 
commissions. It is now reported that 
the American Newspaper Publishers’ 
Association, inspired by the same de- 
sire to save middlemen’s profits, and 
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disgusted with the quality of the cure- 
alls advertised in their papers, are con- 
templating the formation of a corpora- 
tion for the advertising and sale of 
sovereign cures and infallible remedies 
of its own manufacture. 


Mr. E. F. Draper, of the Rowell 
Advertising Agency, was recently ap- 
plied to for information as to the cost 
of inserting in the Boston Glode a cut 
measuring fourteen and three-quarter 
inches in length and five columns in 
width. He reported, after consulting 
the Globe's rate card, that the cost of 
inserting the cut as furnished would be 

With the border sawn off, 
however, and replaced by an inverted 
rule, the matter could appear in the 
specified space for $466.50. The 
price could be still further reduced to 
$220 if the advertiser would consent 
to omit his cut altogether and allow 
the Glode’s compositors to set up the 
matter in their own way. 


A New York special agent was in 
St. Paul the other day and called on 
his friends, the business managers of 
the St. Paul dailies. Baker, of the 
Globe, remarked that the Pioncer-Press 
is just now having trouble with the 
Golden Rule clothing house because 
it cannot prove up the circulation it 
had claimed. The Glode is doing 
splendidly. Jackson, of the Pioneer- 
Press, said that it made him sick to 
see the figures that the Glode people 
were putting out and claiming as their 
daily issues. Murphy, of the Dis- 
patch, having been consulted about the 
rival claims, said with marked impar- 
tiality: ‘*‘ They both lie like 
The Dispatch is the only paper in St. 
Paul that tells the truth about its 
circulation.” 


THE Shears, a class paper printed 


in Chicago, ‘is sent to the entire 
paper box, bookbinding, straw and 
pulp board trades, and to makers of 
machinery and materials who are pos- 
sible advertisers in my field” —so asserts 
Mr. George E. Jenks, the publisher. 
If the Shears should happen to find 
itself in difficulties with the postal au- 
thorities one of these days, PRINTERS’ 
INK would recommend Brother Jenks 
to correspond with R. W. Haynes, 
Esq., who succeeded in getting PRINT- 
ERS’ INK into no end of difficulties of 
this sort while an employee under 
Mr. Wanamaker, and now advertises 
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to help other people out of similar 
troubles for a consideration. See 
classified advertisements. Mr. Haynes 
knows all the ropes. 


THE English newspapers, unlike 
many of their American contemporaries, 
are beginning to recognize the right of 
advertisers to know the circulations of 
journals which seek their patronage. 
In a letter to the London Lvening 
News on the subject, Mr. T. B. Russell 
declares that ‘* the day must come when 
proved circulation shall be universal. 
An advertiser, who would not dream of 
cashing a check without counting the 
money, or of buying merchandise with- 
out verifying the quantity, has often 
been content to pay for newspaper 
space (one of the costliest commodities 
in the world) without the smallest 
guarantee of the circulation. The best 
newspapers are responsible for much of 
this evil. They have pleaded dignity, 
commercial reserve, and so on, as 
reasons for withholding a statement of 
circulation, and under the sanction of 
their example hundreds of small papers 
and some large ones have managed to 
eke out a dishonest existence by prey- 
ing upon advertisers by means of vague 
claims and shadowy guarantees, that 
would never have been tolerated for an 
instant but for the example of the great 
newspapers.” 


THE CHICAGO IDEA. 
MILLIONS FOR POSTERS, FOR —— NOT ONE CENT. 


— offices of ** THe Cuicaco Recorp,” 
and ** Tue Cuicaco Dairy News.” 

Cuicaco, October 5, 1894. 
Publishers Printers’ INK: 

I have just opened the copy of your publi- 
cation ome ae 3d and notice the second 
paragraph « - 528 in reference to the 
neguneneell hicago. Before opening your 
publication, I had just been engaged in audit- 
ing bills aggregating upwards of $1,000 for a 
line of advertising for the Chicago Record, 
which had been just sent out by mail to 25,000 
addresses, In view of that fact, and the fur- 
ther fact that the city of Chicago has 
been covered with posters during the past 
few weeks relative to the circulation and po 
ularity of the Chicago Record, and the still 
further fact that such expenditures are a fre- 

uent incident in the history of this office, the 
frst sentence of the aragraph in question 
rather startled me: ‘the newspapers of Chi- 
cago were the first to have a combination 
binding its members not to expend money on 
advertising.” * * 

The redeeming oon in the entire para- 
graph is contained in the last two sentences, 
in which the original statement on which the 
paragraph is based is given a complete de- 
nial: ‘ Nevertheless, the Chicago papers 
still have faith in circulars and send out a 
great many of them,” * 

*s. S. Rocgrs, 


Business Manager, 





PRINTERS’ INK. 
WHO HAS A BETTER RECORD? 


“© THe ENGINEERING AND MINING l 


OURNAL,”’ 253 Broadway. 
New York, U.S. A., Oct. 3, 1894. § 
Editor of Printers’ Ink: 

I note in to-day’s Printers’ INK in the ar- 
ticle on ‘* Trade Papers and Their Advertis- 
ers,” by John Z. Rogers, the remark that 
‘there are few concerns that have advertised 
in one trade paper contiuuously for fifteen 
years.” I find that we have thirty-seven 
advertisers in our columns now, whose adver- 
tisements date back for a period of fifteen 
years or a little over. Going back further, I 
tind we now carry eighteen advertisers whose 
cards have been familiar to our readers for 
twenty years or over, and going still further 
back, I find that on July 28, 1866, we first 
published an advertisement of the Clayton 
Air Compressor Works, of this city, and since 
that date, over twenty-eight years ayo, their 
advertisement has not missed a single issue of 
our journal, 

If there is any trade paper that can show a 
better record it would be interesting to me to 
hear of it. Yours truly, 

HAS. A. BROCKAWAY. 


A HOOSIER ADVERTISER. 


Soutu Benp, Ind., Oct. 2, 1894. 
Editor of Printers’ Ink: 

There is something about this ad that 
brought me sixteen inquiries within twenty- 
four hours after its appearance, and the num- 
ber increased to twenty-seven within eight 
days. All classes called, including one news- 
paper man: 


ror SALE.—I have an undesirable 5 room 
house on a desirable lot, 50x125, in a good 
location; 10 minutes’ walk from court house 
that I wil) sell for $500, if taken quick ; this will 
make some family a home and a safe invest- 
ment; I don’t want the property and will take 
rt cash and give time on balance. SOL. H. 
KAHN, Equitable Life Office, Colfax Bisck, city. 
I consider the ada ‘* winner,” because it was 
honest. The “catch” (the “ undesirable *’) 
I credit Printers’ Ink with, because from it 
I vot the point, and it seems to me were I an 
advertiser I could get any number of good 
ideas from your publication. S. H. Kaun, 





THIS IS THE KIND WE WANT. 


Lowe tt, Mass., Oct. 8, 1894. 
Editor of Printers’ Ink: 

I have long been a reader and admirer of 
your little sheet. As I am connected with one 
of the local newspaper offices, | used to make 
‘it a point to always “swipe”? Printexs’ Ink 
as soon asit arrived; but, alas! the editor is 
as great an admirer as myself, so he always 
confiscates the envied treasure. I see, how- 
ever, that you offer to send it to any one who 
will be correspondent and who will look out 
and send you all the “‘ bon mots”’ relating to 
advertising he can obtain. I wish to have the 
honor of doing this in Lowell, and inclose my 
first installment, Hoping you will send your 
much-longed-for tutor aslong as I continue to 
be vour correspondent, and wishing all pros- 
perity to the ** little schoolmaster,” I am, dear 
sir, yours cordially, 

James S. Hastincs, Jr. 

16 Lawson St., Lowell, Mass. 

P. S.—-I will send more soon ; will keep my 
eye on local papers and send all pointers 
noticed, 
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MEDICAL MIRACLE IN MISSISSIPPI. 


‘*NortH Mississipp! HERALD.” 
Water VALLEY, Miss, Sept. 29, 1894. 
The Ripans Chemical Co., New York City: 
GENTLEMEN—I have tried your “‘ Tabules,”’ 
and find them to be just as you represent them. 
They have cured me of dyspepsia and liver 
troubles when every other remedy had failed. 
I now ask you to give me an advertisement so 
that I can get them thoroughly introduced in 
this section. A short-time contract will serve 
the purpose, as my paper has quite an exten- 
sive circulation and reaches all classes of pev- 
ple. What say you? I willaccept your 6-inch 
double-column advertisement one year for $15. 
Hoping to be favored with a speedy reply, 
Iam, respectfully, 
j. D. Peacock, Manager. 


+> 


Office of t 





MARKED READING NOTICES, 


Every large dry goods and department 
house necessarily spends annually a large sum 
of money in advertising in the local newspa- 
pers. allude, of course, to their ordinary 
announcements. The newspaper publishers 
are directly benefited by their expenditure, 
for presumably the advertisers pay their 
bills promptly. If the publishers are not, asa 
body, extremely rapacious, they can easily 
afford to generously give a little space to those 
who buy large spaces from them at their own 
price. 

They can afford to send a reporter, at every 
season's opening, to view the establishment, 
the preparation for customers, the goods for 
sale, etc., and publish a conscientiously-writ- 
ten account of the same, free of all charge to 
the advertisers. Such a reading notice would 
be perfectly bona fide, would deceive nobody, 
and would not be clogged with the horrible as- 
terisks at the end, designating in such a piti- 
ful way the paidad. The wealthiest paper in 
the world can well afford to do this much for 
its large advertising patrons. It is simply a 
guid pro quo; it is a courtesy which an ex- 
tensive advertiser earns from newspaper pro- 
prietors, It isnonsense to talk about cast iron 
rules and the tyranny of some newspapers; 
the best and the richest of them could be com- 
pelled, by proper organization among adver 
tisers, to yield this scant favor.—News/a- 
perdom, 


ee 
STICKER, SPARE THAT STONE ! 


If the policeman on post on Third avenue 
and Sixteenth street wants to earn immortal 
fame and the undying gratitude of an offended 
and long-suffering people, just let him keep 
his eye out for the villainous vandals who stick 
posters on the mile stone on the block men- 
tioned. 

That old marble mile stone, which marks 
the second mile from the City Hall, is an ob- 
ject much beloved by all who know its intent, 
meaning and history. Plenty of old New 
Yorkers walk far out of their way to have a 
look at it now and then, and to show it to their 
children, and tell how they used to play away 
out there when — were boys. They become 
sentimental in talking abour it, and then 
when they get there they use language which 
astonishes their children, because the old 
marks on the old stone are hidden by dirty 
posters advising passers-by not to wash until 
they have seen “ Johnny's New Aunt,” or 
something like that. 

Of course, to club a bill sticker may not at 
all times be lawful, but then!—JV, Y. Sux, 
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AN ADVERTISER'S WAIL. 


The dollars put into the scheme, tra la la! 
Are gone never more to return, 
I awoke from my beautiful dream, tra la la! 
Of the fortune that I was to earn, tra la la, 
Oh, how easy it all did seem 
And tha that’s why I say a I think of the 


Oh alate dash, dashety dash, 
The dollars I lost in that scheme. 


Pe a 
SUCCESSFUL ADVERTISING. 
‘*T want to be an angel,” 
Sung the choir, sweetly solemn ; 
An editor in the audience said, 
* Put an ad in our want column. 
—Business Teachers and Student's Journal, 


THERE was a man in our town, 
And he was wondrous wise, 
And when he had a lot to sell 
He'd haste to advertise ; 
And when he found that lot was sold 
He would not stop to bother, 
But put an ad right in the Vews 
And quickly buy another. 
—Detroit Evening News. 


A MERCENARY MAID. 


In the early days of youth 
I did love in very truth 
A maiden to such folly not inclined, 
> to her one day I sent 
erses fraught with sentiment, 
Ww hich doublons to the flames were soon con- 
signed, 


***Tis with pleasure that I note,’ 
Read the answer which she wrote, 


“ The poetic eo you surely do possess, 


But I think it better quite 
If for the public press you'd write, 
And ’twould more remunerative be, you must 
confess ; 
**So to you, my friend, 
This clipping will I send 
Trusting it will most attentively be read.” 
With wondering face I drew 
The inclosure into view 
And this substantially is what it said: 
“Smith and Jones desire to say 
That thirty dollars they will pay, 
At their office in the City of Cohoes, 
uto him who shall devise 
That poem best to advertise 
— finest stock of slippers, boots and 
s 
—Chicago Inter-Ocean, 
GO TO ROOTING. 

The following legend, printed on a business 
card, which is further adorned witk a picture 
of an alert porker, may be said to bristle with 
good advice: 


YES, BUSINESS IS GOOD! 
DON’T SQUEAL, BUT ROOT! 


—Philadelphtia Record. 


> ae as 


Tue erty of the Saratoga Kissingen 
Spring Co. was closed out under a mortgage 
recently, and was purchased by N. W. Ayer 
& Son, of Philadelphia, who hold a claim for 
$30,000 for advertising advanced the com- 
pany. A Saratoga paper states that the prop- 
erty will be boomed and the spring operated 
by Ayer & Son,— The Ink Fiend, 
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WINE BOOMING IN NEW YORK. 


Two enterprising and flamboyant wine 
agents are vying one with the other in point 
of advertising turnouts. Ar first they took 
to the curricle-hansom, ala Parisienue. Then 
the victoria was embellished and recruited 
into service. These vehicles were highly dec- 
orated with metal mountings, and the harness 
chased out of sight. Recently we noticed 
that one of the rival sales gentlemen has 
adopted a cee- o apt curricle, with the side 

nels beautifully carved after the style of a 

ne old mahogany bedstead. Everything 
about the carriage, the harnesses, the tiger 
and the driver himself was richly mounted 
with brass. If it may not be taken amiss we 
would like to suggest that it might be more 
unique and telling for the trade, and at the 
same time quite elegant, to have the wine 
label emblazoned as a crest on the panels with 
the initials of the firm serving for a mono- 
gram. A corkscrew and a bottle (cold) would 
answer capitally as designs for the pole and 
whip socket. Corks, duly cap ae randed, 
could be added to enhance the beauty of the 
blinkers. A circle of crystal bells, made of 
champagne glasses, would lend luster and 
music to the tout ensemble.—Rider and 
Driver. 


A LABOR-SAVING NECESSITY. 

The advertising agent, as the business is 
conducted now, is a representative of the ad- 
vertiser. Hecan save the advertiser money 
provided he deals honestly with him, and not 
only money but time, which is the equivalent 
of money. The adv ertiser who i is acquainted 
with the value of publications is well repre- 
sented by the agent. The honest newspaper 
says to the agent: “Here is our card of adver- 
tising rates that we charge advertisers direct, 
and from which we do not deviate. We will 
allow you agent’s for b 
sent us.’’ We believe in the advertising agent, 
as we are of the opinion that he is a benefit 
to the advertiser and the newspaper. He isa 
labor-saving necessity for both.—Agricud?- 
ural Epitomist, c ircular. 


HAD AN IDFA. 


In the case of the Quaker Oats, agencies 
were asked to submit detaiied figures on the 
assurance that the most successful bidder 
would receive the contract. It developed, 
however, that no intention existed of giving 
any agency the contract. The concern had 
an idea of establishing an agency of its own, 
which it accordingly did.—/ourth Estate. 








ee 
WHERE HE DRAWS THE LINE. 

We are always willing to receive advice as 
to the ways ne means of running a newspa 
per from most any one, but we object when a 
man who will not advertise offers to tell us 
how to run a newspa; He doesn’t know 
how to run his own business successfully.— 
Philipsburg Journal, 


THE TRADE JOURNAL AD. 


The advertisement in a trade paper, read by 
people he wishes to reach, has a value to him 
above merely the orders it directly brings. 
He does not figure the value of the sign 
above his door merely on the basis of the pat- 
ronage it happens to attract. It is there to 
tell everybody who passes, whether patrons 
or not, where his place of business is—it is a 
“sign ” that he is in business there, so the ad 
in the trade journal isa“ sign” year in and 
out, to those he wishes as patrons, that he is 
still in business.—Maritime Journal, 





‘PRINTERS’ INK. 


Displayed Advertisements 
so cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 








PERIOR Mechanical Engra Photo Elec- 
Ste type Eng. Co., 7 New Chambers st., N. Y. 
STA! 


me EOF BOKER, bethishem, Pa. 


POSTAL NOTES  AeOLienaD. 
The only substitu: will accomm: 








for 
same VORD & CO., DeTrorrt, Mic. 


“ie r| Peterson’s. 
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Send 10 Cents for 148-page Catalogue of 


A. W. KOENIG, _Engravings 


812 Seneca Stree 


Cleveland, O. “for Printers 


Arthur’s == | in ox 


PER PAGE 
for both . 
Magazines. 
F. E. MORRISON, Adv. Mgr., 
500 TEMPLE COURT, N. Y. 











The TOLEDO BLADE: § 


TOLEDO, OHIO. 


THE DAILY BLADE circulation is 
14,670. 


where it is desir- 


For local gg ay A ete te a 
of Toledo an 


able to reach the 
Northwestern Ohio, of course you use 
THE DalLy BLADE. very one does. It’s 
not only the es aper, but is so far 
in the lead as to put the matter of com- 
parison beyond discussion. 


THE WEEKLY BLADE is a 
splendid ae poe because it 
foes to the wide-awake, thri —¢ able-to- 

uy classes of the agricultural regions. 
Average circulation for past 12 months, 


135,097. 


Its readers haters in it, rely on it, and 
are guided by the information it’ con- 
tains in its advertising, as well as in its 
reading matter. It has maintained a 
circulation above pw | hundred thousand 
for many years. has always been, 
and still is, a favorite with most of the 
big advertisers of the country. It pays 
them and will pay you. For rates ad 


THE BLADE, Toledo, Ohio. 
Or LEWIS A. LEONARD, 


33 TRIBUNE BUILDING, 
New York. 
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= First Age, 


first in circulation, first in = 
the hearts of its readers, iz 


The Evening Wisconsin * 


goes into the homes — the 
comfortable homes—of more . 
families than do any two 
papers published in Milwau- 
kee. 

Isn't this fact a matter of 
much moment to advertisers? rst 
It surely should be ! 
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THE EVENING WISCONSIN CO. © 
MILWAUKEE, WISCONSIN, 


Rastern Branch Office : 
10 Spruce St., New York. sd 
CHARLES H. EDDY, Manager. * 
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tiser to use 
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AGO said, ‘‘Put money in thy purse.” 
Wonder if he was not advising an adver- 


TROY PRESS? 


Send for reasons why you should use it ? 
New York Office, 11 Tribune Building. 
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A mail order advertiser 
has just given us a 


ly Page 


advertisement for November issue, 
as a trial. It will- not appear in 
any other mediums until tested. 
He knew exactly where to place his 
business for largest returns. 


Vickery & 
Bull List - 


ALWAYS PAYS. 


1,500,000 MontHvy. 


Home Office: Augusta, Maine. 
New York Office: 517 Temple Court. 
C. E. ELLIS, Special Representative, 











The 


Housekeeper, 


MINNEAPOLIS, MINN., 
Is the Only Journal 
of Large, General 
Circulation Published 
in the Northwest. 


THE ONLY WAY TO - 
REACH THE WOMEN OF 
THAT FIELD IS TO USE 


THE HOUSEKEEPER. 


ALL GENERAL 
ADVERTISERS 
USE IT FREELY. 


For particulars apply direct, or to 
New York Office: 517 Temple Court. 
C. E. ELLIS, Manager. 
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MANCHESTER, N. H., 


Is Carrying 


More Advertising 
This Month Than 
at Any Other Time 
Since Publication 
Was Commenced. 


REASON: 


Advertisers Find 
3% That It Pays - 
Them Well - - 


NEW ENGLAND MEDICAL 
INSTITUTE SAYS: 
« THE TELEGRAM is one 


- the very best mediums 





we use.’’ 


Cc. E. ELLIS, 
SPECIAL REPRESENTATIVE, 
517 TEMPLE Count, 
New YORK City. 
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DAYTON, OHIO, 


POPULATION 


ss 80,000 ae 


MORNING TIMES 


4,500 Daily. 
300000000000000000000: 
The leading morning and evening family newspapers 
in that locality. Rates for advertising are 
cheaper in proportion to circulation 
than any other Dayton papers. 


Combined Daily Circulation 14,000; Weekty 4,500 


Ab bbboohbohe bs bbb biihiiisa 
i i hh hh hi hh hh ha eh hi i he 


EVENING NEWS 


9,500 Daily. 
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For further information 
address 


H. D. LaCOSTE, 


38 Park Row, 
New York. 
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250, 000 ‘copies of 
THE NATIONAL TRIBUNE 


WILL BE ISSUED 


October 25 and November 15, 


RESPECTIVELY. 
NO EXTRA CHARGE FOR ADVERTISING. 


Each Insertion, 
Ordinary Paverticing, | 
Reading Notices, per L 
SCALE OF DISCOUNTS. 
Per Line. 
13 insertions, 10 per, cent; or 63 cents net ony 4 net. 
26 20 56 


52 “ 30 “ “49 « 


In order to accommodate advertisers who may prefer a discount oa space 
used, we offer the following. 


ALTERNATIVE SCALE. 


600 lines 
. 


2,1U0 to 10,000 F “ “ 
For upwards of 10,000 lines a special discount of 40 per cent will be made. 





ADDRESS 
THE NATIONAL TRIBUNE, Wasuinerton, D.C. 


. § Room 66 Pulitzer Bullding, New York. 
BRANCH OFFICE: | BYRON ANDREWS, Manager 
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Christmas Number 


eo « OF oe 


LESLIE'S 
Itlastrated Weekly. 


THE GREATEST ISSUE OF THE YEAR. 
THE BEST NUMBER FOR FINE ADVERTISING. 
THE LARGEST IN CIRCULATION. 

THE FINEST SERVICE FOR LEAST MONEY. 


eaeseseee 


2 


Forms close A handsome Forty-page paper with 
Lithographed Cover—in eight 
colors. 


A GREAT CHANCE FOR LIVE ADVERTISERS. 


SEND FOR RATES. 
WILLIAM L. MILLER, : : : : Manager Advertising Department, 
110 Fifth Avenue, New York. 


® t 
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SOMME OOOO OOOOH eee eee er egs 


November 15th. 





THE Silver Cross is steadily increasing in favor 
as an advertising medium, and we see no reason 
why it should not become one of the most influ. 
ential religious papers of our day. It represents 
not only a iarge constituency, but a daily growing 
one and one capable of indefinite expansion as the 
recognized official organ of the International Order 
of the King’s Daughters. At present writing there 
are over four hundred thousand members in the 
organization, but at the rate it is growing all over 
the land no one can tell how soon another hundred 
thousand may be added to its roll of membership. 
There is no doubt these women represent the best 
class of American homes, and this is just where an 
advertiser wishes to speak his little piece.—Art in 
Advertising. 
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ADVERTISING FOR RETAILERS. 
Edited by Charles Austin ‘Bates. 


Retail merchants i invited to send advertisements for criticism and suggestio’ 
pertaining to — adverti 


; to 
sing “e = 94 Bee experiences 
clearing-house for 








Here is the circular of Miller & Miller 
which was mentioned last week. Init 
Mr. Miller has handled a hard sub- 
ject in a very nice way, and I think 
that his circular will bear reproduction. 
The first page is completely blank ex- 
cept for two words in 48-point De 
Vinne—‘‘ About Coal.” 





Announcement. 
A year ago we opened a coal yard 
on the belicf that good service and 

»0d coal would bring us business. 
We believed that prompt delivery of 
carefully screened, carefully ogee wd 
coal would be appreciated by a 
lic. Our constantly increasing busi- 
ness has justified our belief. 

To our friends, patrons, customers, 
we extend greeting and solicit con- 
tinued patronage on the old grounds: 
Good service, good coal, To those 
who are not our customers we ask 
but one thing—a trial order. 


Kinds of Coal. 


We have. preferences in coal, and 
recommend that which will give the 
most *“*burn’’ for the money—an im- 
portant consideration these hard 
times, But people’ do not all think 
alike, and to'satisfy every demand we 
carry a complete line, direct from the 
mine, of every kind of coal that comes 
into the Salt Lake market. Did you 


pee Diamond Coal? 


We only ask atrial order, We will 
then endeavor to so treat you as to 
gain your permanent trade. 





I like particularly the way.the an- 


nouncement opens. I believe that a 
pretty good way to make people inter- 
ested in your advertisements is to take 
it for granted that they are interested 
already, and tell them some little bit of 
news, or remind them of some fact 
concerning the business. 

The closer the advertiser can get to 
his public, the better for his success. 
If the ads can be written in a friendly, 
though not familiar style, they will 
achieve this result. Advertisers have 
been told so often to write as they 
would talk, that it is probably needless 
to repeat it. Nobody talks in long 
and involved sentences, When one 
business man is talking to another, he 


usually plumps out one idea at a time. 
He doesn’t try to say three or four 
things in one sentence. He is more 
likely to take three or four sentences to 
say one thing. 

This circular of Mr. Miller's is, I 
think, particularly good because it is 
perfectly plain and reasonable, and 
sounds as if it were written in a per- 
fectly honest spirit. 

There may not be very many coal 
dealers who read PRINTERS’ INK, but 
I think there are suggestions in this 
circular which can be utilized in other 
lines. 

* # 
* 

E. F. Barnard, of the Fergus Falls, 
Minn., Yournal, sends me an adver- 
tisement of a patent window fastener, 
which he thinks is bad because the ad- 
dress of the maker was not given. 
The advertisement simply says: *‘For 
sale by all live hardware dealers and 
dealers in sashes and blinds.” 

He says: ‘‘ Like many others, I 
was interested in knowing what the 
device was, but as our hardware men 
do not keep them, I was compelled to 
write to the publishers of the paper 
to find out the manufacturers’ address,” 

The ad may not be as bad as it 
seems, because the intention evidently 
was to force inquiry at the hardware 
stores. It is altogether likely that. the 
hardware papers had an advertisement 
of the fasteners in which the address 
of the maker was given and in which 
dealers were invited to order. There 
being no address given in the advertise- 
ment, the consumer could satisfy his 
curiosity, or obtain his want only by 
going to his hardware. dealer, and 
this, of course, is the result which the 
manufacturer desired. 

I cannot say that I think the plana 
good one, although it may possibly be 
so. Mast of people like to take just 
as little bother as possible, and if any- 
thing is offered which is any trouble 
to get, they will not get it. 

In putting goods on the market, I 
believe it is -well to make them just as 
easily accessible as possible. © The less 
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trouble it is to respond to an ad, the 
more responses there will be. 
** 
This advertisement is sent with the 
statement that it has been running 
continuously for over a year: 





QPECIAL ANNOUNCEMENT! 


LOOK HERE! 


We closed books id will 
tavely aul goods tee Ceo cally hatealber. nad 


OUR BEST FRIENDS MUST PAY ! 
And will save much trouble bringing their 
Purses with a4 


COME AND SEE OUR 
NEW GOODS AT CASH PRICES. 
Weare making great reductions in our prices. 
MANY GOODS AT COST 
AND 
SOME AT LESS THAN COST! 
We are bound to undersell and outsell them all. 
WE MEAN BUSINESS, 
And will do it on Right Principles. 
J. C. VAN BROCELIN. 
LowvVELLE, N. Y., April 25, 1893. 





It represents all possible kinds of 
bad advertising. It is so bad that it 
may possibly be good, because it 
shows so clearly what an advertisement 
shouid not be. Next to knowing 
what to do, the best thing is to know 
what not to do, 

It is of no use to tell the readers of 
PRINTERS’ INK that an advertisement 
ought not to stand fora year, but there 
is a feature in this ad which is much 
worse than that one, and it is a feat- 
ure which crops out in a great deal of 
advertising that is done in both large 
and small cities. ‘‘ Many goods at 
cost and some at less than cost.” It’s 
bad anyway you look at it. ~ 

Nobody sells goods continuously for 
less than cost. Everybody knows 
that, and everybody knows that it 
would be impossible to sell goods that 
way and remain in business very long. 

Of course there are times when 
small quantities and odd lots of goods 
are sold at less than their original 
cost, but when such things are adver- 
tised, an explanation of the circum- 
stances should be given. The truth 
sometimes sounds like a lie, and when 
it does, it needs an explanation. It 
isn’t enough to be perfectly honest in 
your advertising—you must make the 
fact apparent in the advertising itself. 

There is a certain degree of chance 
in all advertising, and so wherever 
chance may be elimi 


and certainty 


PRINTERS’ INK. 


substituted, it is imperative to do so. 
There are some few things in advertis- 
ing which partake of the nature of 
chance, but there are a great many 
other things which are absolute cer- 
tainties. 

I am inclined to believe that there 
is no more chance in advertising than 
there is in any other part of a business. 
A man may buy staple stock at the 
right prices and still lose money on it. 
He may keep it so long on his shelves 
that the interest on his investment 
will eat up the profits. He may take 
so little care of it that it will become 
shelf-worn and musty, and will have to 
be sold at a loss. 

He can treat his advertising space in 
the same way. Hecan make mistakes 
in buying space just as he can in buy- 
ing calico. He can neglect the adver- 
tising and neglect the calico and lose 
money, or he can pay attention to both 
and make money. Advertising is not 
an exact science, but there are very 
few exact sciences, anyway. 

* * 

Somebody who is ashamed of his 
name, and therefore writes anony- 
mously, wants to know where to get 
an artist to make an illustration for an 
advertisement. 

A “‘want” advertisement in PRINT- 
ERS’ INK would probably get the de- 
sired address. 

* 

McLaren, Brown & Co., of Elmira, 
N. Y., recently published a very good 
ad headed, ‘‘Black Dress Goods Spe- 
cialties.” It occupies ten inches three 
columns wide, and is surrounded by 
black border about two inches wide. 
That is, I presume the border was 
meant to be black. As a matter of 
fact, it is gray, proving bad ink, or 
poor press work in the office of the 
Elmira Budget, in which paper the ad 
was published. 





For a Druggist—(By Charles G. Kline). 


A Cloth Brush 


that will knock off the dirt 
without wearing out the cloth 
is the proper sort ; it takes good 

& bristles to make that kind, and 
they are higher priced, We 
have them; also cheaper ones. 
Will you look at them ? 
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For a Shoemaker—(By R, L. Curran). 
BARE FOOTED 
POLES meet 


have not been increasing, yet the 
shoe manufacturers have only been 
doing sixty per cent of their usual 
trade this last year. There is only 
one conclusion to draw — people 
have been having their worn shoes 
repaired. It is economical and the 
shoes are comfortable. 

I've been pretty busy cobbling 
but I can do a little more. My 
customers like my work. 


SMITH, 
The Shoemaker. 


For Fire Insurance—-(By R. L. Curran). 


DON’T PLAY 
WITH TWO KINDS OF FIRE. 





You insure against one kind, don’t 
risk that by another kind—avoid 
new fangled insurance schemes. 
They may be all right, but you 
ak t know abou: it very much, 
haven’t been time-tried. OP- 
TIM SM is not a paying quality in 
insurance affairs; pay a good, 
honest price for secure insurance. 
We have that kind and the rec- 
ords to proveit. : : : : : 








For Furniture—(By C. A. Bates). 
9 We're going to have 
IT S A fun with this time. 
ROCKER rocker, and we’re go- 
ing to sell it for $2.95 

just tosee how many 

a genuine bargain. It’s a solid oak rocker, 
honestly upholstered in silk plush of all colors, 
alsoin silk tapestry. ‘The price goes back to 


It’s a four-dollar 
we can sell and how wide awake people are to 
$4.00 again pretty soon, so don't procrastinate. 





For Any Business—(By Jas. MacMahon). 
Week salesex- 





S OUR LAST Sanaa 
Beceerreren LTA 


corresponding 
attract and retain patronage rather by the| 





excellence of qualities shown than by prepos- | 


t-rous claims of immense quantities, a fact 


| 
| 


the keenest buyers and the eneral public are | 


quickto discern. ‘*Good wine needs no bush,” 
neither does the selling of our goods 7 
that we should singe the whiskers of truth 
Having won the confidence of the pur- 
chasing community we would retain it, and 
so each week’s 
effort with us 

is to - 

isto'ssr-© THE BEST. 
revious one, 
his will 





| 
| 
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For Carpets—(By C. A. Bates). 


Putting it Down. 


The waya t is made and put 
down makes all the difference in the 
world in its appearance. The very 
finest Carpet can be laid in such a way 
as to make it hideous, As we are the 
only house in the city who employ only 
first-class layers and cutters, the moral 
is plain. There are some patterns in 
Moguette and Axminster now on our 
floor that we can make particularly in- 
— ng prices on if you care to look at 
them 











For a Coal Dealer—(By Jos. B. Milis). 
TWO THOUSAND 
POUND TONS 





— 


Exclusive of the wagon. That's the 
i way we sell coal. You send an order 
for one ton or for fifty tons, vou get 
2,000 pounds for everyton. No slate 
in our coal, if we know it, If it is 
slaty we’ll take it back. 
hen you have become disgusted 
with other coal dealers let us send 
you a ton or two. 


BLACK BROS. 








For Fewelry—(By Geo. L. Fallon). 


a 
CAPTAIN 


Had to be pushed 
back a “half hour 
in the morning 
and a quarter of 


CUTTLE’S 
WATCH Sao ons 


ita‘ ‘watch seldom ekalled but never 
excelled.’ 

Our new stock of watches have the 
Waltham movement, and conse- 
quently need no such operation. 


Diamonds and 
Silverware, too. 


S—_ 


A Ready-Made Ad—(By Jas. McMahon). 


SFor: he tnt 


the smallest consideration the @ 

largest values can now be se- 
cured, We have bargains galore which > 
will appeal to your best judgment and e 
profit you to purchase. The close of 
each season in our establishment brings 
a clearance sale of the most commend- 
able goods, new and seasonable, and 
therefore satisfying and remunerative. 
The possibilities of this reduction sale 
to the thrifty are great ; the offerings © 
and the prices quoted in the various de- 2 
partments bear no relation to actual 
worth, Qualities and cost considered, e 


the prices asked NOTHI ING. © 4 


@ seem next to e 
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ST. LOUIS CHRONICLE: 

Gentlemen—We must express our confidence in THE 
CHRONICLE as a result bringer, We receive more returns 
from THe CHRONICLE than all other papers combined. We 
received replies and made trades from Indiana, Missouri, 
Illinois, lowa, Arkansas, Texas, Kentucky, Tennessee, and 
various other States, Comparatively speaking, five to one is 
about how the returns stand in favor of THe CHRONICLE, 
We consider you PAR EXCELLENCE as an advertising medium, 
None can compare with you. Yours with success, 

ST. LOUIS AND CHICAGO EXCHANGE CO., 
508 Fagin Building, City. 


THE BEST IN ST. LOUIS, 
Tue Curonicie is the best advertising medium in St, 
Louis, barring none, 
Captain C. P,. WALBRIDGE, 
President of the Merrill Drug Co. 


Sr. Louis, December 11, 1891. 
We have used THe Curonicce for advertising purposes 
for a long time, and can cheerfully say that it is one of the 
very best mediums we use, We are satisfied the claims of 
IT the paper are just and true, as we had occasion some time 
is ago to look into their circulation statements. 
WM. BARR DRY GOODS COMPANY, 
J. Frank.in, Vice-President, 


PAYS To the Publishers St. Lovrs Curonicie: 


Gentlemen—Cousider THe CuHRonicce a valuable adver- 

tising medium. It reaches the people and the people read 

TH EM it. No advertisement in THe CHKONICLE can miss the eyes 
of the reader, 


WI Be CLARK H. SAMPSON, Agent Corticelli Silk Mills. 


Publishers of Tue St. Louis CHronicie: 

PAY Gentlemen—We have received better results from adver- 
tising in THe CHRONICLE than we have from any other paper 
published in St. Louis. 

YOU ADAM ROTH GROCERY COMPANY, 

° Per Geo, A. Rotn, Vice-President. 


The St, Louis Chronicle 


THE BEST BECAUSE IT IS THE BEST. 
as Circulation Over 80,000 Daily. =e 








E. T. PERRY, 


53 Tribune Building, New York, 
Manager Foreign Advertising. 
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The Paper that PLEASES THE FARMER is 
The Paper that SATISFIES THE ADVERTISER. 


WEEKLY 


Ourier - Journal 


Of Louisville, Ky., does this every issue—has 
done it for 64 YEARS. It is in every sense a 
high-class family paper, read and re-read in 
the homes, shops, factories and stores of the en- 
tire Southwest. No journal in America covers 
a richer field, or covers it more thoroughly. 


— Geter 38. 
vember * 

copies will be issued once Becomes aa 

a month on these dates: January 28 

- — — February 25 


These special ‘‘ FARMER’? editions are 66,000 copies in excess of the regular sub- 
scription list of 146,000. 


Regular Subscription Circulation Weekly Courier- ournal by States. 


Alabama. Massachusetts...... 119 , 282 
nee 20082 Michigan 76 
innesota.. 
Lississippi .. Uta 
a Vermont... 





West Virginia. 
evada... am Washington . 

New Hampshire.... 84 Wisconsin.. ob 

New Jersey Wyoming. 

New Mexico......... 546 District of Columbia 

New York 722 Nova Scotia 

North Carolina 

North Dakota... 


News Agent 
Total, 144,091 
75 cents per agate line. No extra for special editions. Discount by all adver 
tising agents. 


KNOWN CIRCULATION. THE COURIER-JOURNAL CO. 


Daily ca wee: me ate 
haschoice circulation 0 
Sunday Courier-Journal A. FRANK RICHARDSON, 
covers loca! field with — EASTERN AGENT, 
Weekly Courier-Journa 
covers entire field with 145, 000 Tribune Building, NEW YORK. 
The character o/ the medium 4 
gi seegeuer to the advertising. Chicago Office, 317, Chamber of Commerce. 
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CROP REPORTS. 


Government Crop Reports are only es¢z- 
mates. They are not facts. This year the 
“expert” estimators at Washington have 
overdone themselves. 

They said the Western Wheat Crop 
was ruined. But the Bulls who traded on 
the Government Reports lost money, for the 
winter-wheat movement this year was the 
largest on record. If they’re wrong once, 
they may be wrong again. 

The West can take care of itself. It 
spends nickels where other sections spend 
pennies. It is, without exception and at all 
times, the best field for the advertiser, and 


the richest portion of it is covered by the 


lists of the 
La ee 


CATALOGUE ON REQUEST. 


CHICAGO NEWSPAPER UNION, 
87 TO 93 SOUTH JEFFERSON STREET, 
CHICAGO. 


New York: 1o Spruce Street. 
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375,125 Upon invitation of Messrs. S. H. 
Average, 12m., Moore & Co., Publishers of THE 
"1893-.1894, LADIES’ Wortp, New York, our 
—_—_ _ representative called to-day to in- 
vestigate the matter of circulation, and after a thor- 
ough examination of Printers’, Binders’ and Paper 
Dealers’ Bills and Mailing Lists, found the total cir- 
culation of THE Lapires’ Wor.p for twelve months 
(October, 1893, to September, 1894, inclusive) was 
4,501,500 Copies, or a 


YEARLY AVERAGE OF 375, { 25 COPIES PER ISSUE. 


This mammoth circulation represents paid-in-advance 
subscriptions only, not more than 1,000 copies per 
issue being used for advertisers, exchanges and office 
use. Messrs. S. H. Moore & Co. have a perfect sys- 
tem in all matters pertaining to circulation, and are 
pleased to demonstrate, at any time, the truth of 


their claims. 
‘LORD & THOMAS, 


Newspaper Advertising, 
New York Orrice, Sept. 20, 1894. CHICAGO, 
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To Successful Advertising : 


IS NOT HARD TO FIND 


WHEN YOU KNOW 


WHERE TO LOOK FOR IT. 


i 
Ww 
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ee NOTEee 


ILMINGTON (Del.)-—use the 
MORNING NEWS (only morning 
paper in the State.) 


PHILADELPHIA (Pa.) CALL, 


the greatest family paper in Phil- 
adelphia. 


EDGAR M. HOOPES, 
MANAGER FOREIGN ADVERTISING, 
WILMINGTON, DEL. 











Advertising! 





Advertising taken with 
a positive understand- 
ing——No_ speculation 
about it with the DAY- 
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DOES IT PAY? & 


THOSE WHO 
HAVE TRIED 
IT SAY IT 











TON, O., PRESS. 
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There is 






Positively 
No Doubt 
About it 





If Done 















The Dayton, O., Evening 
Press—conceded to be the best 
advertising medium in Dayton, 
Ohio, can aid you to settle the 
question. Its circulation is the 


largest, and its prices the lowest. 


=  ®& 


RATES on contract ads 2 
cents a square of 34 of an inch 
per thousand circulation, or 2% 


Judiciously cents per inch per thousand cir- 
culation. . . 
And Properly. 3 * . 
Sees WANTS, FOR RENT, Etc., 
3 lines, 3 times, 15 cents, 6 


TRY IT. 
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Address: 


You Pay Only For What You Get. 
LOUIS V. URMY, 


Eastern Representative. 





times, 25 cents, ene in ad- 


vance. 


(Times Building), New York City. 
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ESTABLISHED 1842. 


THE PITTSBURGH POST. 


Daily, Sunday, Semi-Weekly. 





Detailed Statement of ph A, 
SeEpTremBeR, 1894. 
Dare, DAILY EDITION. pe SUNDAY EDITION. 
1 
Ps 


Sep., Ist week 
i 


130,238 
SEMI-WEEKLY EDITION. 
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JUST FOUR FACTS 
demonstrate the value of THE PITTSBURGH POST 
as an advertising medium. 
First—lt is the only Democratic paper in Pittsburgh. 
Second—It is the leading Democratic paper in Pennsylvania. 
Third—It has no rival in Western Pennsylvania, Eastern 
Ohio and West Virginia. 
Fourth—It circulates in 125 Counties in the three States 
named, among a class who buy largely, and whom 
shrewd advertisers love to cultivate. 





New York Office: 85 Tribune Building, 
N. M. SHEFFIELD, Agent. 





PRINTERS’ INK, 


“Pittsburgh 
Chronicle 


Telegraph” 


SELLS > 


50,000 Copies Daily. 








CARRIES MORE ADVERTISING 
THAN ANY OTHER PAPER 
IN WESTERN PENNSYLVANIA. 




















Cc. J. BILLSON, 
86 & 87 Tribune Building, 
NEW YORK, 
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The 
Only Paper 
Im Colorado 











which produces positive 
evidence of circulation. 


The 


Rocky Mountain 


NEWS 


x MK HK 


Daily over - - 22,000 
Sunday over - 28,000 
Weekly over = 5,000 


KM 


THE ROCKY MOUNTAIN NEWS, 
DENVER, COLORADO, 


or HENRY BRIGHT, 
11 TRIBUNE BUILDING, NEW YORK. 


e 
4 
o 
e 
4 
e 
4 
o 
e 
e 
e 
e 
re 
e 
o 
e 
4 
o 
4 
4 
e 
6 
o 
4 
e 
e 
4 
a 
Y 
e 
4 
4 
4 
4 
6 
6 
4 
o 
e 
e 
D4 
4 
s 
6 





















































a 
* 
* 
. 4 
« 
a 
« 
af 
« 
« 
ns 
« 
« 
« 
— 
* 
« 
« 
« 
« 
« 
x 
« 
« 
« 
x 
* 
« 
« 
« 
« 
«x 
« 
« 
« 
« 
« 
& 
- 
« 
<< 
« 
« 
« 
4 
« 
« 
« 
« 
# 
« 
=< 
« 
=x 
<« 
= >» 
a 
« 
=) 
« 
« 
— 
« 
«| 
—- 
| 
« 
+ 
«> 
« 
« 
« 
: 
=) 
« 
e 


| 
: 
: 


Daily, 32,000 


PRINTERS’ INK. 


Weekly, 30,000 . 
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QUANTITY AND QUALITY. 


Some advertisers look at quan- 
tity of circulation, others look 
at quality, but the shrewd ad- 
vertisers look at both. THE 


and the COLORADO WEEK- 
LY SUN (Weekly issue of 
DENVER TIMES-SUN) have both 
quality and quantity. Its daily 
circulation is fifty per cent 
larger than any other Denver 
newspaper, and its weekly cir- 
culation is four times as large 
as all the other Denver week- 
lies combined. 


thoroughly, use THE DENVER 
TIMES-SUN and THE COLORADO 
WEEKLY SuN. Rates on appli- 
cation. Address 


Sy SE 


Denver Times-Sun 


lf You Want to Cover Denver and Colorado 


THE TIMES-SUN, DENVER, COLORADO. 
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Keep A Stiff Upper Lip. 
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The financial drought is over and a steady rain of good business is set- 
tingin. If you’d reap a full harvest of dollars from the trade field in and 
about Cleveland, you ought to fertilize freely with printers’ ink sent 
through columns of 


THE CLEVELAND WORLD 
Daily, 44,403 Sunday, 32,263 


It’s the medium that has a finger on the pushing people’s pulse. 
Write for terms to 
The Rookery, Chicago. S.C. BECKWITH, _ Tribune Bidg., New York. 
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Filling Up. 








Far-seeing advertisers calling for more space— 
old patrons holding and guarding their favorite 
corners with jealous care, catching the trade- 
winds from every quarter. Weare talking about 


‘? PITTSBURGH PRESS 


Daily, 40,142 
Sunday, 34,224 
Chock full of vim and get-up-and-get-ativeness. 


Read and respected by the best people of Pitts- 
burgh, etc. Call on, or address 











PRINTERS’ INK. 


Be Audacious! 





There is scarcely any reason why 
an advertisement should be repeated a 
hundred times without change; that 
would not apply with equal force to an 
editorial. 

The editorial may deal with the 
same subject day after day, but it 
dresses it up in new words every time. 

The best advertisers realize that 
when you say a thing once so plainly 
and boldly that every one to whom you 
say it is obliged to listen and compre- 
hend ; it is much better than to whisper 
it over and over again in a voice that 
no one is likely to attend to while busy 
about other things. 

The newspaper reader does not buy 
the paper for the purpose of reading | 
your advertisement. It is your busi- | 
ness to compel him to read it whether 
he will or no. 











Do you want a whole page, or a 
half, or a quarter inserted once or twice 
in half a dozen selected dailies? If so, 


ADDRESS, 


The Geo. P. Rowell Advertising Co., 
10 Spruce St., New York, 





